














KORRECT-WAY 


ATUESQUE 


DISPLAY FIGURES 


Original—eye-arresting—different . . . yet dis- 
tinctly practical—and in harmony with the times 
—KORRECT-WAY'S STATUESQUE MANNE- 
QUINS by ''SACHA-FRANCINE" were the sen- 
sation of the |. A.D. M. Convention (See page 
6 for additional details.) Show Dresses, Yard 
Goods—or Evening Gowns—with equal effec- 
tiveness! SEE, or write, your Distributor for com- 
plete information. You'll be delightfully amazed 
with the arresting ‘'lift'' these striking, new sales 
makers give your feature window or display. 


Sold only on an exclusive '‘one-to-a-town"' basis.] 


KORRECT-WAY 
DISPLAY PRODUCTS 


Demonstration lec- 
ture on Korrect- 
Way Statuesque 
Figures by "Sacha- 


NG ‘ Francine’ at |. A. 


, ay ie D. M. Convention. 


a 


This handsome new book, containing forty pages of the latest and best in display equipment is ‘just off the press.’ Write 
to your Distributor (see below) for your copy, today—now! You'll find it pays to have it handy for frequent reference 


* * * * * * * * 


NEW YORK—15-17 West 36th - ATLANTA—Melvin S. Roos Co. + BALTIMORE—Williams Corp. - BOSTON—Eastern Displays, Inc. - BUFFALO—Samue 
C. Dutch & Son « CINCINNATI—General Display Corp. - CHICAGO—Hecht Fixture Co. - DENVER—Walter W. Martin - DETROIT—Art Products Mtg. 
Co. « KANSAS CITY—National Equipment Corp. - LOS ANGELES—Grossman & Silvers » MINNEAPOLIS—L. E. Hier Display Equip. Co. » NEW ORLEANS 


—Gulf States Display - PHILADELPHIA—Naythons Display Fix. Co. - PITTSBURGH—DeWeese Display Equip. Co. » PORTLAND—Turner's Display Studio 
SAN FRANCISCO—Kehoe Disp. Fix. Co. - ST. LOUIS—Midwest Disp. Equip. Corp. » MONTREAL—Miller's Disp. Fix., Reg'd. » HONOLULU—Bader and Co. 
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¢ ot Our men are now covering their territories . . . write or Ny 
he Ri wire for appointment. This plan includes many properties ER § oR 


not shown here .. . it is complete and kiddies will love it. 


At Left... 


A complete large win- 
dow. The carved me- 
chanical deer heads are 
32 inches high... Bells 
jingle—heads move with 
many actions. The center 
revolves and has four 
scenes from “Night Be- 
fore Christmas” Story. 
Each scene in relief with 
effective mechanical ac- 
tion. Can be designed to 
fit any size window or 
interior. Also sound 
recording. 


Above... 


The carved mechanical 
Deer Heads—use a hun- 
dred different ways. Win- 
dow idea shown below. 
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Above .. . Comura in 10 oil colors—size 15 by 90 
inches—use as is or cut in sections—only $2.25 each. 
g. FREE! Illustrated folder on new translucent plastic plaques (as seen at [ADM Convention). Also 
S Structural Bends of tempered masonite. Write today. All are designed and distributed exclusively by 


W. L. STENSGAARD AND ASSOCIATES, INC. 


CHICAGO, ILLINOIS * NEW YORK OFFICE: ROCKEFELLER CENTER 
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Thanks a million for your enthusiastic interest in our recent |. A.D. M. shows 
ing of new poses in glamour mannequins by CORA SCOVIL and the new 
fixture ideas in Lucite, glass and chrome by the CYRILLE STEINER STUDIOS. 
An even broader collection is always on view here at our New York SHOWs 


ROOMS—do drop in when you are in the market again. 


e)AS. Be WILLIAMS vy 
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THE COVER OUR NEXT ISSUE I940 


"Non-objective art," inspired by the exhibit of the Whether you realize it or not, summer "Display has now taken its rightful place as an 
Guggenheim Foundation, New York City, furnishes 5. oy along and in next to no time you important and indispensable part in any promotion 
the motif for this display. Designed by John T. : ' : j plans. Functional, practical, dramatic displays will 
Chord, Ernst Kern Company, Detroit, this was one will be installing cool weather displays. continue to take the place of abstract decorative 
of thirteen recent displays in which this form of art The next issue of DISPLAY WORLD will window set-ups. The alert, sales-minded display- 
supplied the key-note. Whether this represents a man will strive continuously to dramatize merchan- 
source for a new display trend is problematical, : dise in such a manner that the ‘looker’ will imme- 
but interesting nevertheless. An article by Chord _ tie-ins, as well as keep'ng you posted on diately associate himself with that merchandise. 
on this subject appears elsewhere in this issue. In up-to-the-minute current displays — more And, by the same token, the progressive, open- 
this particular display white background and prop- minded and intelligent managements will encourage 
erties were used, with green lighting on the bac‘- such practical use of display funds.""—W. L. War- 
ground and white on the figures. trations you'll want to examine closely. drip, William Hahn & Co., Washington. 


bring you ideas for appropriate scasonal 


than twenty features and dozens of illus- 
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Detroit Convention JsJuccesstul 
From Every Jtandpoint 


. . . New Spirit Marks Sessions . . . All Officers Reelected By Unanimous Vote ... 
Chicago To Be Convention City In 1941 .. . Affiliation With 
N. R. D. G. A. Still Problematical 


The forty-third annual convention of the 
International Association of Display Men 
was a fitting climax to a year of hard work 
which has brought the association back into 
a position of prestige in the merchandising 
field Held at the Hotel Statler, Detroit, 
during June 24-27, the convention drew 
more than 600 registrations. Delegates were 
unanimous in praise of the splendid pro- 
eram, exhibitors reported good business, 
and in general the convention was one of the 
most successful the I. A. D. M. has ever 
held. Particular significance was attached 
to the event in the minds of many in the 
display field, as the convention was expected 
to mark a turning point in the career of th> 
association; the way the meeting came off 
with flying colors is distinctly encouraging 
to those interested in the affairs of the 
I. A. D. M 

One of the most impressive features of the 
event was the eagerness with which dele- 
More than 400 


were present when the opening gavel fell, 


gates attended each session. 


and this figure was equalled or surpassed 
for several of the more outstanding meet- 
ings. Added to this was an alertness and 
a business-like attitude on the part of the 
delegates which called forth comments trom 
several of the speakers. The general atti- 
tude was one of a sincere desire to know 
more about what is transpiring in display. 

No definite action was taken on the ques 
tion of affiliating with the National Retail 
Dry Goods Association as the display divi 
sion of that organization. Joseph Hanson, 
manager of the sales promotion branch otf 


the N. R. D. G. A, in a short talk discussed 
the possible advantages to both organizations 
through such a move, and the general senti- 
ment among the delegates was in favor of 
the plan. Opposition developed later, mainly 
among representatives of utilities and dis- 
play installation companies who teared that 
their branches of the association would be 
“lost in the shuffle’ should the I. A. D. M. 
affiliate with the N. R. D. G. A. A com- 
mittee from each organization will meet 
soon to discuss the matter, after which the 
question will be submitted to the entire [. A. 
I). M. membership. 

Hearty applause greeted an announcement 
by John L. King, managing director, to the 
effect that the association ended the con- 
vention with more than $3,000 in the bank 
after every bill had been paid, including 
those inherited from the previous year. The 
delegates signified their approval of the 
present administration by reelecting unani- 
mously all officers and board members tor 
another vear. Thus Joseph B. McCann, S$ 
Kann Sons, Washington, continues as presi- 
dent, assisted by the following: first) vice- 
president, Ray Parks, Leavitt Stores, Inc., 
Manchester, N. H.; second vice-president, 
Donald A. 
president, Joseph F. 
Mercantile 
urer, Richard A. 


Ferguson, Detroit; third vice- 
Bronsing, Bry-Block 
Memphis; 


Corporation, treas- 


Staines, Vandever Dry 
(goods Company, Tulsa. 
\t a meeting of the board of directors it 


—The annual banquet and dance was well 
attended— 


TIONAL ASSOCIATION DISPLAY MIN 

THRO IAL, CONVENTION 

HOPEL STATLER OFTROIT Mic HiGAN 
Ne a AITO 


ot 


was decided to hold the 1941 convent: 
Chicago, and plans are already in pr 
for next vear’s meeting. 

Too much praise can not be give: 
members of the Detroit Display Club, host 
to the convention, for their splendid work, 
Every detail of the affair was carried out 
with a precision which showed long  plan- 
ning. Charles F. Wendel, The J. L. Hudson 
Company, returned to familiar ground by 
serving as honorary chairman, while Don- 
ald L. 


a splendid job of coordinating all the fac- 


Ferguson as convention director did 


tors which go to make up a convention. A 
complete list of Detroit club members par- 
ticipating in the arrangements is given else- 
where in this account. 

As a preliminary to the convention proper, 
a cocktail party was held in the Statler ball- 
room Sunday night, with several hundred 
present. 

On Monday morning the 
opened by a short concert by the Ford Dixie 
Donald 
Ferguson, who introduced “Charlie” Wen- 
del, chairman of the morning meeting. In 
a short talk, Wendel told of his fifty years 
in display, adding that he has no intention 
of getting old. The invocation was asked 
by Dr. A. Johnson, after which W. H 
Kennedy, representing the mayor of Detroit, 
presented a huge silver key to the city. 
The acceptance was made by Joe McCann 
on behalf of the I. A. D. M. 

The first speaker was Lothar Dittmar, D. 
M. Read Company, Bridgeport, Conn., who 
discussed in detail how his store had elimi- 


session was 


Eight, followed by a welcome by 





st 
th 


in 
ht 


th 


par- 


else- 


‘oper, 
ball- 
idred 


was 
Dixie 
mald 
Wen- 
In 
years 
ntion 
isked 
H 
troit, 
city. 


Cann 


JULY, 1940 


natel an annual birthday sale and raised 
its sales 13 per cent during a comparable 
period by a special promotion called 
“Yankee Thrift Tips.” The complete co- 
ordination of display and advertising was 
stressed as responsible for the success of 
the event. 

“The Importance of Color in Display 
Merchandising” was the subject of E. B. 
Fitch, merchandising manager of the graphic 
arts division, Sherwin-Williams Company, 
Cleveland. Fitch said, in part: “In display 
advertising it is, of course, generally con- 
ceded that the true measure of its worth is 
determined by the amount of human interest 
or attention that is attracted. It is con- 
stantly the objective of the display profession 
to employ to the fullest advantage those 
factors which appeal to the sense of sight 
—shape, design, copy—all of those things 
are important. But unquestionably the most 


important factor in the constant strife for 


human interest is color.” After outlining 


the part played by color in our daily lives, 
Fitch said: “It follows that since color has 
such an important role in the lives of in 
dividuals, it should also have the greatest 
influence on the attraction of merchandise 
as represented by advertising displays as 
well as on the attention value of the dis 
plays themselves. Ordinarily, colors used in 
combination with one another possess more 
attention value than when used alone. How 
ever, it is in the selection of the actual com 
binations that we often go awry—being for 
the most part victims of our own imagi- 


—At the upper right is a view of the ball 
room during one of the demonstrations. Dr. 
Sacha Schnittman is speaking on mannequin 
sculpture, while Francine Schnittman demon- 
strates how it is done. . . . Center, an idea 
of the interested crowds which attended each 
session is given by this photograph. (These 
two pictures by courtesy of American Fixture 
& Manufacturing Company, St. Louis.) . . . 
Below, R. C. Kash, editor, DISPLAY WORLD; 
Joe Hanson, manager, sales promotion divi- 
sion, National Retail Dry Goods Association, 
ond Joe McCann, president, |. A. D. M., talk 
things over— 


CrsrtaAaYT wort 


——— 


nation. To avoid this often evil influence, 
it is necessary that we analyze our objective 
as well as the properties ot the colors we 
propose to employ and thereby determine 
just what results may be anticipated.” 

Fitch then introduced Norman Collart, 
also of Sherman-Williams, who 
practical demonstration of the us« 
in display 

The next speaker was Robert ©. Johnson, 
Commonwealth-Edison Company, Chicago 
who advised the ck legates to advanee dis 
play and displaymen by telling more people 
about what display means He suggested 
that displaymen seek opportunities to speak 
on display, and concluded with a number ot 
pointers on public speaking 

Oscar Lee, president, Crystal Fixture 
Company, Chicago, spoke on the part played 
by plastics in modern display, giving it as 
his opinion that this material fills a definite 
part in display and is “here for a good run 
at least.” Lee discussed and demonstrated a 
ew mistakes in design and methods of tab 
rication of plastic fixtures and then showed 


how the errors have Since been corrected 








He pointed out that “it has been the ex 


perience with the manutacturers who have 


made a success of plastic fixtures that theit 
returns and complaints on this line have 
been much lower than they ever have on 
metal fixtures and that practically every re 
turn has been due to either faulty design 
or tabrication and that when they learned 
the trouble and corrected it the trouble was 
eliminated.” 

Lee discussed the properties of various 
types of plastic from a display standpoint, 
different fixture 
points, con 


using fixtures made by 
companies to illustrate his 
cluding with the comment: “The wide variety 
ot display items made from plastics, some 
ot which are shown here and many that you 
will see at various exhibits throughout the 
convention, are to me convincing evidence 
that plastics have an important part to play 
in display 

No formal program was held during the 
noon luncheon, which was not particularly 
well attended. 

H. W. Weaver, The F. G. Clayton Com 
pany, Detroit, served as chairman for the 
Frank G 
Bingham, Robertson Brothers, South Bend, 
“Think This 


Making a strong appeal for unity among 


alternoon meeting, introducing 


whose subject was Over.” 


displaymen, Bingham pointed out that while 
most members of the profession think their 
problems are peculiar to themselves, in 
reality they are common to all and that by 
mutual cooperation they can be solved to 
everyone's benefit. The speaker cited the 
tabulations of a survey he made recently 
among display executives, with some rathe1 
surprising figures resulting. The principal 


questions covered were as tollows: 


—These two photographs are of members of 
the Detroit club who were so largely respon- 
sible for the success of the convention. Un- 
fortunately, several others who shared the task 
were not present when the pictures were made. 
... At right, standing, George L. Heidt, vice- 
chairman; Dan Himelhoch, assistant director 
of entertainment; John T. Chord, demonstra- 
tions; Edward Wittmer, assistant director of 
reception; Ben J. Roth, assistant director of 
membership. . . . Seated, William Toll, assist- 
ant director of reception; J. T. McCormack, 
registration; Al May, hotels; Frederick E. An- 
derson, program; Miss Alice Pawson, assistant 
official secretary— 
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“Do you answer your mail like any other 
Some 37 per cent replied “yes,” 
Bingham com- 


executive 2” 
while 63 per cent said “no.” 
mented on this by saying, “This is a severe 
indictment of the 
swering correspondence is a fundamental 


display profession. An- 


principle of all good business, and I deeply 
regret that 63 per cent of our profession 
neglect this cardinal principle—especially 
when nearly 90 per cent have available the 
services of a typist. Passing on to the 
other questions, 36 per cent replied ‘no’ and 
64 per cent ‘yes’ to ‘Do you ever use the 
same idea over if the previous display sold 
enough merchandise to merit a repeat dis- 
play?’ . . . ‘Do you pay attention to the 
whims of the executives just to please them 
‘Yes,’ 24 per 
cent; ‘no,’ 52 per cent; 24 per cent ‘on the 
Some 72 per cent believe that a 


rather than the customers ?’ 


fence.’ 
lack of help in their display departments 
has prevented them from doing a better job 


in windows and interiors. . .. About 74 per 
cent think that a lack of advance planning 
by the promotion department cuts down 
their effectiveness in installing displays. 

The survey further revealed that most dis- 
play executives believe that they are paid 
satisfactorily for their work . 67 per cent 
of those replying do not belong to the [. A. 
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D. M., even though 83 per cent beliey jt 
capable of promoting their interests in {js 
play as a profession. ... 85 per cent bel oy 
that the I. A. D. M. should affiliate with the 
National Retail Dry Goods Associatio 
the display division of the latter b 
(Editors note: 
ments on these different 
appear from time to time in his mon: ly 
column, “Think This Over.”) 
The next speaker was Dr. 
Schnittman, American Fixture & Manuiac 
turing Company, St. Louis, who discussed 
“Sculpturing the Modern Display Figi 
During his talk a demonstration by Francine 
Clark Schnittman showed just how a matine 
quin takes form from the clay. 
a dislike for the term “mannequin,” Dr. 
Schnittman spoke of the function of “picces 
of sculpture” in merchandising. “The use 
of the human figure will never be eliminated 
from the field of apparel display,” he said, 
“but there is no necessity that we follow 


Bingham’s interesting 
questions ill 


Sacha ‘S. 


Expressing 


the human figure exactly when we adapt an 
art to practical purposes. If the artist were 
not permitted a few liberties, then art would 
be simply a 
Hence we find that it is very possible and 
indeed desirable to apply art to the design 
of display figures; 


stereotyped copy of form 


while we do not. bring 


about distortion of the anatomy we can de 
liberately emphasize certain features for the 
effect desired. Apparel must be modeled, and 
the mannequin enhances the value of the 
merchandise by showing it as it would be 
worn.” 

John T. Chord, The Ernst Kern Com 
pany, Detroit, spoke on the “Display Object 
of Non-Objectivity.”. His address on the 
part of non-objective art in display, to 
gether with a group of photographs of dis 
plays exemplifying his theories, appears 
elsewhere in this issue. 

[Continued on page 38] 


—At left, standing, Charles Ely, transporta- 
tion; Frank E. Whitelam, speakers; H. W. 
Weaver, entertainment; Stewart N. Clarke, 
vice-chairman; A. F. Hoerauf, vice-chairman. 
. . . Seated, Harold Bromel, publicity; Joseph 
Rattner, assistant director of publicity; Mor- 
gan A. Parker, official secretary; Harold 
Schultz, finance; Donald A. Ferguson, conven- 
tion director; Ralph D. Johnson, assistant con- 
vention director— 
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Contest Winners 
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—Six first prize winners at the recent convention of the International 
Association of Display Men, Detroit, are shown here. At the top of the 
left column is a window by W. Gilbert Brown, Philadelphia Electric Com- 
pany, Philadelphia, with hints on how to spend a refreshing Fourth" 
at home. . . . Next is a wintry setting for furs, by Richard A. Staines, 
Vandever Dry Goods Company, Tulsa. ... In the third display, George 
H. Wagner, J. L. Brandeis Company, Omaha, features "Garterite’’ socks. 








. . The first photograph in the right-hand column is of a display by 
Everett Quintrell, The Elder & Johnston Company, Dayton. . . . This is 
followed by a remarkably accurate Georgian living room, by J. E. Vent, 
Rike-Kumler Company, Dayton. Vent says that the window was influenced 
by ''Gone With the Wind," and that the use of mannequins in the furni- 
ture setting made it doubly real. . . . The final photograph is of another 
display by George H. Wagner, for Pequot sheets and pillow cases— 
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Manhattan Displays Inspired 
Ey Season And PRatrictism 


By KATHLEEN RIVERS 
Worsinger Window Service, New York City 


The United States is an articulate nation, dows of Bergdorf Goodman's Delman sho. ing an effect of swift movement to sug; 
quick to express itself on events of national salon, highlighting “Delman’s summer gal- the flight of an arrow. Gene Moore is 


importance, as witness the flood of books,  lery of Spectator Shoes in white with charge of display for the Delman shoe sa 
plays, and motion pictures dealing with the hurrahs of color.” Specially made targets Nightly the curtain rises on summer 
situation abroad. In a lesser degree, Man of white canvas marked off in red, blue, and = atres along the straw hat circuit—inspi 
hattan window display has taken up this green were pierced with wooden arrows tion for six Altman windows where Dis] 
theme of strong adherence to American fitted on the end with wooden fixtures into Director Louis Villela created front 
principles; it was particularly noticeable which the shoes were clamped. White easels backstage settings typical of well-kno 
during the Fourth of July week-end, when — supported the targets, and live pine boughs summer playhouses to set off romantic e\ 
this most significant of national holidays banked around them supplied a refreshing ning fashions. “Dress Up for Country Th: 
provided a special reason for some flag outdoor note. The floor was covered with atre . .. flower sprigged gowns reflect 
waving along the shopping fronts striped awning fabric with alternating sec- quaint charm of a Restoration comedy st 
Phe changed status in world conditions is tions in red and white and green and white, ring Ethel Barrymore” announces the sc: 
indirectly responsible, too, for a revival of the stripe running on a diagonal and creat- in this window. Authentic theatrical po 
that old familiar slogan, “See America ters list the play as “School for Scanda 
—Left column, by Gene Moore, Bergdorf = ccheduled for the Deertrees Theatre, Main 
Goodman's Delman’s shoe salon ae By Louis The two charmingly gowned mannequii 
one of lighthearted vacation atmosphere de- vinete, 5, Attmen & Co... . . Right aor are posed in the typical backstage-greas« 
; by James Gosling, Jr... . By Howard Rich- : oT 
veloped along the usual summery lines. mond, Bloomingdale's . . . (All photographs paint atmosphere composed of reverse: 
The popular sport of archery provided a by courtest of Worsinger Window Service, paint smeared flats of stage scenery, long 
colorful summer theme for the three win New York City) — coils of electric wire, and lights. A= male 


First” in current travel windows, but the 
general aspect of New York City display is 
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I have so recently become acquainted with 
the “Art of Tomorrow” I must ask your in- 
dulgence of my interpretation of tomorrow’s 
The 
scope of non-objective art is only as great 
The work 


considera- 


display as I am presenting it today. 
as the ability of those who use it. 
I have done represents only my 
tion of the medium. 

My meeting with the “Art of Tomorrow” 
York, when, at 24 East 
windows 

display 


came about in New 
54th street, I 
containing 
shapes and constructional forms I had ever 


passed a series of 


some of the strangest 
seen. I was standing in front of the build- 
ing containing the Solomon R. Guggenheim 
collection of non-objective paintings. 

It didn’t take me long to appreciate that 
the strange shapes and constructional forms 
on display in the windows of the gallery 
were not shapes and forms at all but non- 
objective display objects of the new art. The 
simplicity of this art intrigued my imagina- 
I entered the gallery and found three 
filled with 
The more I saw, the more I wanted to see! 


tion. 
floors non-objective paintings. 

[ quote from the writings of Hilla Rebay, 
curator of the Guggenheim Foundation, who 
says of non-objective art: 

“Each painting or 
has its own charm, its own rhythm. 
them 


object 
No one 
all, nor 
to understand at one glance, while rushing 


non-objective 


can expect to feel or enjoy 
by or pre-occupied, any non-objective object. 
If one is not react 
to their 
a pianist, it is not necessary to know 


Nor is 


receptive, one can not 


influence. Unless wanting to be- 


come 


the different keys to enjoy music. 


*Address before International Association of Dis 
) 


play Men convention, Detroit, June 25. 
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The Blace In Modern 
of Non=-Objective 


By JOHN T. CHORD* 
The Ernst Kern Company, Detroit 


organization of non- 
paintings to their 
unless desiring to become a creative painter. 


it necessary to know 


objective enjoy beauty, 


Each non-objective painting has its own 
organization never seen before. Different 
pictures appeal to people differently! Ob- 


jects and forms appeal to people differently ! 
“The new era of art are 
too far advanced to call as creative the mere 


leaders of this 


skill to reproduce which even the caveman 
had accomplished to less perfec- 
tion. Accidental results which children get 


who bang on the piano or fill a space with 


more Or 
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colors and forms without organization a} 
not art. Most painters trying to create no! 
objective paintings achieve merely dull de: 
orations or simple patterns. Many craz 
isms like surrealism which confuse the pub 
lic are nothing else but a concealment 

failure by those painters. Fidelity to th 
materialistic world seems very wonderful t 


many who consider it the sum total of art 
and believe that almost anyone who ear 
make circles and cubes and put them o1 
paper is an artist. But these basic forms 


like the keyboard of a piano, are to be used 





only as mediums for creating with them the 
rigorous beauty and measure of space, form, 
and line. 

“Here are, briefly, the essential isms which 
developed objectivity. 

“1. Academism: In the academic painting 
objects are presented most realistically like 
in photography, using light, shadow and per 
spective to create a third dimension. 

“2. Impressionism: The 
picture reflects the painter's casual impres 
sion of forms and colors, or catches moving 
nature’s happenings. While the 
Academic painter paints one view of all he 
impressionist may combine two 
As for instance, letting 


impressionist 


action of 


sees, the 


visual impressions. 


—The bit of non-objective art used in the 
window seen above is entitled ‘Cornerstone.” 
The display has a white background and prop- 
erties; red lighting is thrown on the back- 
ground, white light on the figure. .. . At left, 
the title for the art work in the display of 
sportswear is “Larghetto.'' White background 
and props are used, with green lighting on 
the background and white on the figures— 
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—For the shoe display above the painting is 

called "Red Square;" red lighting is used on 

the background, with the figures spotted in 
white. . . . Center, no painting was employed; 
the lighting was the same as for the display 
described above. . . . Right, "Lifted" is the 
title of the painting (rather appropriate, it 
might be mentioned in passing, for the mer- 
chandise shown) — 

a galloping horse seemingly fly with all legs 

up in the air while actually one leg at least 

is on the ground. 

“3. Expressionism: The  expressionistic 
picture emphasizes certain lines or forms 
which in the artist’s opinion increase the 
strength of his conception of nature, and in 
reproducing he exaggerates his choice of 
several expressive essentials of an object. 

“4. Cubism: The cubistic picture © still 
shades with light and dark and even uses 
sometimes the deception of a third dimen- 
sion to create an objective organization with 
cubistic forms. 

“5. Abstraction: The abstract picture ab 
stracts the objects to their last constructive 
part but discards perspective, while light 
and darkness are used as tonal qualities 
only, if at all. 

“All these isms derive their inspiration 
from an object, while non-objectivity stands 
by itself as an entirely free creation. This 
apparently advance art is in reality the 
artistic realization of the present intense 
dynamic impetus of our time. The most 
inartistic people are usually those who op- 
pose art in all its forms as it is usually 
beyond their comprehension. All the lay- 
man has to give to the masterpiece is time 
to appreciate and understand its meaning 
and the beauty of its conception. Such 
appreciation usually comes when one may 
be least aware: perhaps when one forgets 
t 


» use his eves to look for earthly objects 


Or 


meanings which prevent an intuitive 
orthwhile reaction to art. 
... With architects and designers using 


= 
= 


motifs from  non-objective paintings for 
uldings, advertisements, window displays. 
the layman is gradually getting acquainted 
with their beauty without realizing the fact 
that they owe their beauty, simplicity, and 
origin to the technique of this creative art.” 

You ask, “How can non-objective art 
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profit displaymen?” The answer is, by 
adapting the fundamentals of the art to dis- 
play-merchandising. \nd what are those 
fundamentals : 

1. Clarity of display thought! 

2. Simplicity of display presentation! 

3. Honesty of display idea! 

But don't take my word tor it! I am 
only struggling in the darkness trying to 
express my conception of the medium I 
see in non-objective art a medium whereby 
display can be returned to the simplicity ot 
merchandise presentation it has lacked tor 
a long time. With non-objective displays 
we Can present, vithout excessive decoration 
to detract from it, the merchandise we are 
trving to sell. That does not mean lack ot 
decoration! It only means subordination of 
decoration so that merchandise may “hold 
the-eve”” And what better or more impor 
tant thought to sell every customer who 
passes your store than merchandise 

Phe customer may not understand the ob 
ject of the decoration, as we may not under 
stand at present the object of non-objectiv 
itv. But if she can see in any display the 
goods tor which she has been looking, what 
does it matter if she doesn't understand the 
thought that caused her interest to quicken 
when she saw the merchandise in the win 
dow? As far as merchandise presentation 
is concerned, here are a tew tundamentals 
to remember -when yeu think of display 
through the medium of non-objectivits 

1. Interest in a display may be secured by 
an object which may consist either ot the 
merchandise or the means of presentation 

2. The means of presentation may be the 
form of arrangement taken by the merchan 
dise or the objects giving the merchandise 
form 

3. The objects giving the merchandise 
form may be constructional or presenta 
tional 

4. It constructional, | refer to objects 

5. It presentational, | reter to the means 
used to effect a presentation 

6. The means used to effect a presenta 
tion may result trom a combination of vari 
ous physical objects or items such as props, 
hight, or motion 

[Continued on page 46) 
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Displays In Holiday Moo 


By HERB CROSS 


"Dick'’ Whittington, Photographers, Los Angeles 


Fourth of July and up go thousands of 
dollars in smoke and flame. But those dollars 
were spent freely as Southern California cele- 


brated its independence and freedom from 


totalitarianism. Quite a contrast to the wean- 


ing of francs, shillings, and marks from 
European pocketbooks for bigger explosions 
with their primary purpose the destruction 
of lives and property. This freedom of ours, 
plus happiness and joy of life, is evident in 
the faces and dress of the local residents, 
and consequently was the keynote for the 
window displays throughout the Los Angeles 
area. 

Illustrated first is a window by Stuart Ray- 
mond, The Broadway, featuring Jersey 
dresses. Jersey is receiving attention by all the 
local stores, but Raymond’s manner of dis- 
playing it caught every shopper's eye. This 
window was one of a series. One mannequin 
was working in jersey, another playing in 
jersey, and another dancing in jersey. The 
“dance in jersey” window 1s the one pictured 
here. In each case the cut-out word “jersey” 
was pasted on the inside against the glass 
window, giving an unusual effect. One could 
not help but recognize the material of the 
apparel displayed as the word was every- 
where. In each window of the series, accord- 
ing to the particular theme, there was a paint- 
ing of the action most likely for the dress 
displayed. This window had a_ painting of 
a powder room, probably from some fashion- 
able Hollywood night spot. The painting 
was in a wooden frame, across the top of 
which was written the type of action in the 
window \ccessories were placed along the 
base of the frame. The mannequins in this 
window were attired in evening gowns of 
sherbert pink and foam white. 

James David Buckley, Saks-Fifth Avenue, 
Beverly Hills, resumed his excellent display 
showings with a series of windows called the 
“Story of a Lifetime’—eight phases of life 
inspired by the paintings of Henri Rousseau 

reflections of a gentler age in France. 





The fashions shown in the windows wer 
from the period of 1900. Actual work on this 
series began in February in order that th 
portraits be brought to life with the greatest 
possible accuracy. The characters were of 
sculptured velvet, and the settings were all 
of the garden type. The first window in the 
series was called “Her early fashion con- 
ciousness,”” and showed an infant holding up 
her rompers. The second age was “Her 
Bohemian Period,” showing an Egyptian lying 
on the ground strumming a mandolin. The 
third in the series, and one of those pictured 
here is titled “Her Sub-conscious Self.” It 
shows a nude Eve in a cactus garden, taking 
an apple from a serpent’s mouth. The snake 
is wrapped around the trunk of an apple tre 
A typical Buckley stunt was the placing of a 
modern corset in the hand of “Eve.” The 
fourth window in the series was called “Her 
Awkward Age” and showed a girl walking 
on blocks of wood, presumably stumbling 
blocks. The fifth window was called “Her 
Most Joyous Time,” showing an old fash- 
ioned wedding with the in-laws glaring at the 
wedded couple. The latter is pictured here 
These eight windows received a great amount 
of approbation. 

Buckley recently designed another excellent 
series of windows called “Our Town.” The 
name was taken from the motion picture that 
had its release at the same time, and_ the 
windows illustrated the growth of Saks’ own 
town of Beverly Hills. The windows pre- 
sented the historical background of the city, 
its planning maps, its sport champions, et 
They had pictures and sketches of the first 
fire and police departments, and had news 
paper clippings of all the important activities 


—Above, by Stuart Raymond, The Broadway. 

Center, by James David Buckley, Saks-Fifth 

Avenue, Beverly Hills. . . . Left, by J. Roy 

Stewart, Barker Brothers... . (All photographs 

by courtesy of "Dick'’ Whittington, Photog- 
raphers, Los Angeles) — 
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—Above, by Blu Pinnel, Desmond's. . . . Cen- 
ter, by James David Buckley. . Below, by 
Carl W. Ahlroth, The May Company— 


that have helped to develop the city into what 
it is today. 

\nother window shown here is by J. Roy 
Stewart, Barker Brothers. He has taken a 
portion from an interior display of the bride's 
“House of Color” and made it into a beautiful 
Southern California patio scene. The sett:ng 
is in a typical home garden with palm trees 
and orange blossoms. Stewart applied the 
corner window facility of dropping the floor 
to make the display more effective. One of 
the features of this window was the lighting. 
It was a deep moonlight blue, blending with 
the blue color of the walls to make the dis- 
play exceedingly glamorous and inviting. The 
vat-dyed, army duck furniture covering was 
enhanced by candlelight which came from the 
numerous oil lamps about the display. 

“*Neath the rockets red glare, the bombs 
bursting in air” Desmond's welcomed 
Independence day with a corner window titled 
“Fun for the Fourth.” It featured forth- 
ight fashions for the holiday and the 101 
summer days ahead. The mannequins were 
attired in the newest creations in sportswear. 
Four imitation sky rockets were placed in 
the window center, pointing skyward. From 
each rocket came wires of spring steel to 
which were attached foil stars of various 
sizes. The polished wires resembled a_ trail 
of sparks. As the rockets reach their maxi- 
mum height in the window they “explode” 
into huge illuminated stars. Within each of 
these large stars was a built-in lamp of a 
different color. From these protruded more 
pring steel and smaller foil stars. The light- 
ing was arranged so that the lamps burned at 
regular intervals, making four separate “ex- 
plosions.” = Also, overhead spotlights were 
synchronized with the stars to illuminate the 
mannequins at the same intervals, giving the 
appearance of the fireworks throwing light 
on the faces and dress. Along the trailing 
sparks from two rockets were the cut-out 
words “Fun for the Fourth.” One mannequin 
tanding among the rockets had her hands 
over her eyes as if shielding them from the 
flashes. Blu Pinnel is Desmond's display 


inager. 
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The final window pictured ts entitled “Going 
Places” with the May Company. It was one 
of a series of vacationland windows. Among 
the others in the series were a smartly con- 
ceived dude ranch, swimming pool, and “danc- 
ing at the hall” vacation showings. On the 
hackground of this window was a cut-out rear 
plattorm of a passenger train, with a modern 
mannequin enjoying the scenery. The roof 
and platform of the train were cut from wall 
heard and were entirely separate from the 
rear wall. The trucks and tracks of the train 
were painted on the background, as was the 
roadbed. Railroad ties brousit the track 
perspective into the window \t the left is a 
set of wardrobe trunks, neatly tied with rope 
and topped by several open travel folders. 
\nother mannequin stands at one side as tf 
she were preparing to leave on the next train 
As trains are being featured as the best way 
to travel at little cost, it is not surprising that 
Carl W. Ahlroth chose this theme for this 
fine vacation display 


Cash Awards Offered 
In Contest 


The National Needlecraft Bureau, 385 
Fifth avenue, New York City, is offering 
cash prizes in connection with a nation-wide 
display contest) sponsored by the Bureau. 
Making a tie-in with a crochet contest, the 
event is divided into two groups, one tor 
retail stores in cities under 50,000 population, 
the other for larger communities. lree dis- 
play material is offered, it is said. In each 
division the first prize is $100, with $50 as 
second award. Windows must use the display 
pieces furnished by the Bureau. Payment 
of $2 for each photograph (5 by 7 inches or 
larger) submitted will be made Full de- 
tails can be obtained from the above 


Cleveland Club 
Holds Meeting 

The June 17 meeting of the Cleveland Dis- 
play Club was held at the Allerton hotel, 
following a swimming party which was well 
attended. William H. Gray, secretary of the 
Cleveland Retail Merchants Board, was the 
featured speaker. 
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Display Studio Problems 


\ctually, no tooling, a customer has just 


asked me to think of a way to suspend things 
on nothing—no strings—no invisible wires 

just nothing. He wants to have things float- 
ing in space in his windows—but not floating 


too much. I haven't figured this one out yet 
but | expect to eventually, which just goes to 


show what kind of problems a good live 
studio can work itself into 

Back in the days when I stopped making 

s for the “New Yorker” to launch into 
display designing, | had the naive idea that 
once you solved a studio problem you'd for 
ever af have a neat little solution all tidy 

he used the next time you needed 

ve given up all hope of that. I’ve just 

seitled down to believe that no matter how 

many things get solved there will always be 

sixteen new problems pouring in and that this 

ventk chaos 1s the life -blood of any good 
studio 

But perhaps I shouldn't generalize becaus 
after all my studio is not at all the regulation 
affair Actually we're a kind of design lab 
oratory that is always called upon for the 
imaginative kind of display which must | 
brand new-—-and can never be repeated. 

Some eight years ago, for instance, | de 
cided that what New York windows needed 
were some giant sized crepe paper flowers. 
There weren't any giant crepe paper Howers 
to be had anywhere. So we designed them 
and then proceeded to make them ourselves 
When it came to buying the crepe paper | was 
appalled at the harshness of the colors | had 
to select from for my flowers. They were 
nothing [I could use for the Fifth avenue 
windows | had to decorate So we had to 
Nothing 


worked—painting, dipping, everything was 1m 


decide to do our own coloring, too 
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By SUE WILLIAMS 
Sue Williams Studios, New York City 


practical until | hit upon the idea of spraying 
the colors onto the paper with an air brush. 
\We mixed just the color we wanted, set to 
work to make our giant sized beauties and 
everyone was happy—but not for long. With- 
in a few weeks oversized crepe flowers, duly 
sprayed, were everywhere—and | could never 
make use of my oversized idea or my spray- 
ing technique again 

This is usually the way things work out. 
Just when we're bragging about making palm 
trees out of composition used for floorings 
and congratulating ourselves on the fact that 


the trees were so strong that they wer 
to stand in Times Square all summer 
still had enough strength to get to Mj 
without falling to pieces and that now 
know just how to make palm trees and 
will be pretty simple from this time or 
someone wants some tropical trees whicl 
insists must not look like any other tropi 
trees anybody has ever seen before. 
he wants them in his window in three da 
The worst thing to figure out for tl 
never-seen-before tropical trees were 
leaves. The trunks were “old stuff”—simy 


plywood profiles, cardboard and finish wrap 
ping of that coarse brown crepe paper whic! 
is ordinarily used to wrap the roots of plants 
in nurseries. But when it came to the leaves 
we sat down and became creative. The leaves 
were finally made with glue size and muslin 
on wooden molds. The mold was made ot 
plywood profiles, each profile making a vei 
of the leaf where the muslin was stretched 
on the mold. This makes more sense in a 
drawing, so I refer you to sketch No. 1 
Muslin was stretched over the frame and 

pattern cut. Sketch No. 2 shows the general 
shape of the pattern. We used a “Cut-Awl” 
to cut out the leaves. The leaf stem, a 34-incl 
piece of rattan, is bent along the center profil 
of the leaf and held in place at each end wit! 
small nails. The glue size forms a bond with 
the rattan so that the leaf when taken oft 


—The horse-shoed, saddle-stitched, plush horse 
for which construction details are given in the 
article. . .. In the second illustration are seen 
the "not like any other tropical trees,"’ for 
which the recipe is given here. ... (These two 
photographs, as well as the one showing the 
basket handle and giant crepe paper flowers 
on the opposite page, are from B. Altman & 
Co., New York City) — 
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—The "Sentimental Sue-realistic’’ kind of win- 
dow for Bonwit Teller, New York City. The 
mannequin was made of upholstered satin with 
a lacquered plaster head... . At right, giant 
crepe paper flowers were given the colors re- 
quired by spraying with an air brush— 


the mold is complete with stem ready for the 
palm tree. Sketch No. 3 rattan 
stem and the muslin leaf in place on the mold. 
A little grease should be applied to the 
files to keep the leaf from sticking, but only 
a very little grease, as too much will 
into the size and spot the leaf. 

consists of water, rabbit skin glue, 
The proportions of the mixture de- 
pend on the stiffness desired but we usually 


shows the 
pro- 


soak 
Glue size 
and dry 


color. 


add 6 ounces of glue and 1 pound of pigment 
to 12 quarts of hot water. First 

the glue, then stir in the pigment. Completely 
saturate the muslin in size and stretch it over 
the mold to dry. 


dissolve 


A dry room is almost es- 


sential if you plan to make many trees 


[Twenty minutes is enough in a dry room, 
whereas several hours are needed to dry a 
leaf. ordinarily. 

\fter we delivered our never before tropical 
trees and were settling down to just a normal 
amount of chaos another store shook us out 
of our with an order for 
sized horses for a horse show window. W< 
had four of them to make and .ten days to 
deliver them. Naturally there wasn’t time to 
model and cast them but somehow forms had 
to he built up and pretty 
and even grand horses had to be turned out. 
First we found some 
very good anatomical horse drawings at the 
public library. We = started building up our 
horses from silhouette drawings which were 
ply woo l. Profiles 
Then to give 


peace some life 


some convincing 


This is how we did it. 


then cut out of 34-inch 


were cut out for the contours. 
strength to this labyrinthine mass of plywood 
ts we bound the profiles together with metal 


(We stop 


The next problem was to sur- 


handings used on vegetable crates. 
nothing. ) 
the horse with something light and hard. 
decided that cardboard was going to do 
b. We took sheets of heavy cardboard 
staple guns and went to work. By slash- 
he ends of the sheets of cardboard about 
h apart and lapping them (see draw- 


we found we could give our horses all 


DISPLAY WORLD 


the necessary contours. When the forms were 
all worked out in cardboard the horses were 
wrapped in muslin strips, dipped in glue size 
When the size was dry we had a grand and 
practically indestructible surtace on which to 
work. A little cotton padding was added for 
that sleek and well-fed look horse show horses 


} 


have to have. Then we upholstered the ani- 


mal in plush, using a saddle stitch on the 
seams. 

But we weren't through vet. We had to 
give our horses luxurious tails and manes 
which we did finally when we went to a manu- 
facturer of mannequin wigs who was able to 
black, 


equine crowning glories we needed. 


furnish the gray, white, and brown 
Then just 
realistic, we had the horses 
shod at one of the few remaining smithies 
in New York City. The blacksmith thought 


we were crazy, but even that worked to our 


to be complete ly 


15 


henefit for in sympathy for our weakness he 


charged us nothing extra for the custom- 
shoes he had to make for the dainty hooves ot 
his horse story 


our horses. I can not leave t 
without 1 I 
ever decide to make a horse like the one I out 


Issuing a warning li vou should 


lined be sure to have lots of ambition and 


energy around. It took fifteen people work 
ing like mad to make this set of four. 


With 


like these are 


mine, however, pr 
battle, for 1! 
you're not making horses out of plywood and 


a studio like 
only half the 
plush or elephants out of evelet embroidery 
outlandish 
looking up little 
simple, shouldn't cost much, but 
great city of New 


some of these prob 


or even more material, you are 


some things which sound 
which you 
can't find in the whole 


York. The 


lems can be pretty 


solutions to 
funny. We 
for instance, to decorate the main floor of a 
store for Christmas—in a rush as usual. We 
needed some candy canes for our decorative 


were asked, 


motif, but there was no time to cast them 
out of plaster. And all the 


stores were at least $2.50 which would never 


canes in the 


do for candy canes. We fretted and worried 


until we finally solved that one in the nick 
of time by putting a boy in a taxi with in 
structions to make a tour of the pawn shops. 
He came back triumphantly with all the gen 
tlemen’s needed for just 50 cents 
each. \ 
window we 
We thought it was going to be easy 
sent the boy again, but no luck \l! 
the pawn reported that they 


fresh out of toppers but invited him to 


canes We 


week later, for another Christmas 
needed some top hats in a great 
hurry. 
so we 
brokers sadly 
were 
when 


come back right after New Year's eve 


they expected to have a fine selection. Ou 
luck was with us, however, and at last we lo 
cated some toppers in a Thrift shop just in 
purple for our 


time to paint them red and 


windows. Pawn shops and thrift 


found to be 


Christmas 
shops | have literal gold mines 
for just the incredible things | have to have 
Next to a 


fruitful establishments in existence 


so often. mavician'’s hat they're 


the most 
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Spirit Of Mid=sSummer 
Invades State Street 


By KENDALL HULL 
Fred Kuehn, Photographers, Chicago 






Chicago dons a playsuit and her gayest 
manner, sits on a bench in Grant p 


Every evening now, at sunset, the h 







gurdy man brings his bespectacled mo: 
to hop, skip, and jump on Rush street a: 
a rain of pennies. The great West side a 
is fixedly encamped at Oak street hb: 
with its pop bottles, ice cream bars, bananas, 
and jelly-bread. Boul’ Mich presents a 











dizzying panorama of open-air taxis, double 
deck buses, roaring cars, Pekingese and 
Siamese, red and green lights and seer- 
sucker. The band shell is resplendent with 








red coats and brass buttons ... keeping the 






old town ahead. And so we see it is the 
thick of summer once more. 

Among those capitalizing upon the spirit 
of the Independence holiday was Paul 
Wertz, The Fair Store. Splashing red, 
white, and blue generously throughout the 
two panels pictured on this page, he achieved 
a stirring patriotic effect with paper drums 



















mounted against dry-brush backgrounds set 






behind twin openings in the white window 






panelings. White cords in the foreground, 
echoing the lacing on the drums, carried out 
the military theme, and atop the drum heads 
little toy soldiers stood at attention beside 
miniature cannon. A canoe paddle in one 
panel and a bag of golf clubs in the other 
set the appropriate playtime mood for the 
slack suits and casual accessories for sun- 













wear on display. The legend, repeated on 





two streamers, one crossing each drum, 
read: “‘Fourth-Right’ Play Fashions.” 
Also pictured is a charmingly feminine 
presentation of J. W. Campbell, Carson 
Pirie Scott & Co., featuring gossamer-sheer 
material for summer formal frocks. A din- 
ner-gowned mannequin in graceful pose be- 




































fore a section of garden wall holds a hand- 
lettered poster bearing the message: “Ro- 
mance for You with Moonlight and Mousse- 
line de Soie. .. .. Among pastels for your 





prettiness after six. ... 7" A large bowknot 
of ribbon silhouetted against the wall be- 
hind the model’s head forms the only deco- 
ration in the clasically simple display except 
for two sprays of the advertised material 
winging from behind the wall-piece to dis 
appear back of the proscenium of the set 
On the floor and trailing over one cornet! 
of the wall were swirls of the material, and 
over the entire scene plaved an enchanting 
lighting effect gained by red and blue spots 
one at either side, and a white spot focused 
directly upon the figure. 

Three bonnie slack-suited sailorettes rid 
ing in a gleaming white sailboat drew 
passersby to a window of Maurice L. Roths 
child. The boat, cutting through waves 
swirled material on the window floor, bor 


—Top, by Paul Wertz, The Fair. . . . Center 
by J. W. Campbell, Carson Pirie Scott & Co. 
; Below, by George Behnke, Maurice L. 
Rothschild's. . . . (All photographs by courtesy 
of Fred Kuehn, Photographers, Chicago)— 
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—Right and center, by G. C. Bowen, The Hub. 
_. .« Below, by Arthur Fraser, Marshall Field 
& Co.— 











» of sports shirts and slacks upon 


carg 


o¢ 
ts deck. Spilled overboard and riding the 
vaves were the gayest of beach shoes and 
more play togs. The window, which appears 
ere, was by George Behnke. 
\lso featured in Rothschild’s corner win- 
w, but not pictured, was a striking pres- 
ntation of men’s “Fine Tropical Worsteds 
irom the Wall Street Custom Shop.” The 
ack panel of composition board was treated 
such a manner that it resembled the side 
a stucco building, before which a canopy 
rangement of bamboo poles and tuits of 
rafia struck the tropical theme. Color was 
eained through strings of painted gourds 
ud peppers hanging against the back wall 


suspended from the bamboo supports. 


Lpon a section of stone wall left, beside 
the canopy, one man sat engaged in con 
versation with a second standing beside 

im. A third stood at far right for balance 

In a romantic vein was a recent exhibit 
f after-sunset clothes, by G. C. Bowen, The 
Hub. At left, a road post topped by a cir- 
cular wooden sign bearing a painted replica 

an hour glass, pointed the way to “Mel 
ody Lane.” Paper leaves of a fantastic tree 
over-shadowed the post. The background 
panel was an impressionistic moonlight-on- 
the-water scene with a single fleecy cloud 
in the sky. Standing upright on the floor 
was a gigantic open dance program with a 
scroll. poster reading “Evening” stripped 
across its top. Slipped through the pro 
gram, a proportionately large wooden pencil 
iormed a support and a display piece mad 
of white wood strips to represent the musi 
cal staff sloped floorward to the front, bear 
ng an assortment of bags, hosiery an 
gloves amid the black wire notes. Two 
mannequins wore floor-length jacket frocks 
and a poster pierced by a miniature sign 
post, pointing out “Look Smart... Keep 
Cool,” read: “Exquisite Dinner Gowns 
Born to ‘Star’ on Gay Summer Evenings.” 

\ second window at The Hub advised 
vith a similar poster: “Leisure Wear 

he Answer to ‘How Can [| Keep Cool 
Every Hour of the Day or Evening 2” Slacks, 
hostess pajamas, and a riding habit were 
shown on three models. The horsewoman 
vas effectively seated on the green framed 

a wooden. stable doorway, horseshoe 
nailed upon it in traditional manner, the 
vhite half-gate ajar. A white rail fenc 
idded a further rustic note to the set. Hats 
and accessories were on the tilted ground 
mat. These two exhibits are pictured on 

Ms page. 

“Be Vacation Happy!" advised an up 
right road sign calling attention to a con 
vincing beach picnic scene arranged by Ar 
thur Fraser, Marshall Field & Co. Six 
action figures in bathing attire included five 
radiant outdoor girls and a young man of 


he Hollywood variety basking on a stretch 
1 real sand amid a collection of unusual 
shells, colorful mats, and beach bags. A 
fitted picnic case and luncheon basket occu- 
pied central locations in the window and far 
hack on a stepped-up platform representing 
the floor of a modern pavilion stood a 
Wooden bench before a backdrop curtain 
The window appears on this page. 
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Increasing shopper 
Ly A New Display 


Some time ago we got the feeling that it 


was time to change our display policy. Prior 


to that time we had been going along, fully 
satisfied with our window and interior set- 


tings because they were pulling well. Then 


came the question: “Would they pull better 


under a different manner of treatment?” We 
realized that this is a restless era, with 
events happening with lightning-like rapid 
ity; our shoppers’ minds are more accus 
tomed to constant changes than ever betore. 


We decided in the affirmative—that a change 


DISPLAY WORLD 


By EDWARD J. PERRAULT, JR. 
The Fashion, Houston 


in display policy would conform with the 
spirit of the times and be welcomed by those 
who see our displays. 

We did away with all the elaborate effects 
we had been using and began giving our 
displays a simple, classical treatment. We 
attempted more subdued and dramatic light- 
ing. One problem which was difficult to 
overcome was due to the shape of our win- 
“L”-shaped, with an island 
window in the center—and any displayman 


dows. These are 
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Interes 
Dolicy 


who has had to work with windows 

type knows what we were up against 

finally worked this out by dividing th 

windows into four individual windows 

the island window into four sectio1 

distinctive displays. We experimented 

spot and color lighting, and eventual] 

got the exact set-up we had visualiz 
Actually, we felt that we were taking a 

chance on how “Our Town” would accept 

the change. We found that the new arrange- 


gt 


ment and treatment gave them what the) 
wanted. After many months of using the 
new type display we know definitely that it 
is most successful. 

It will probably be noted that although 
our establishment is a ladies’ specialty store, 
our window displays have a definite appeal 
to men; in fact, we have a reputation of 
having as many men window shoppers as 
We feel that this 


is important; because of men’s usual 


those of the opposite sex. 


difference to displays of feminine apparel 
when a man goes home and comments 
casually about a display he saw at Th 
Fashion, his wife knows it must have been 
good and that if it caught his eve in a 
window it will probably do the sam 
actual use. 


—lIn the first display the setting ties in with 
the card copy: "We went behind the scenes 
with Vogue....'' Center, one of the fifteen 
new interior treatments designed by Perrault. 
. . « ‘Modern Sculpture and You," reads the 
show card in the third display, continuing 
with: "Your shoes must have that sculptured 
look—moulded to the feet, glove-fitting."” The 
figure was nearly 10 feet in length, and wos 
done in The Fashion's display department— 
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—The 1940 traveler meets the Old South in 
the first display. . . . Center, a setting for 
dude ranch vacation apparel. ... A touch of 
surrealism adds interest to the final display; 
titled "Clothes Keyed to Summer'— 


Each week the physical set-up or theme 
of our windows is changed. It is our usual 
practice to select a given theme, develop it, 
and then use it in a battery of nine win- 
dows. These themes vary greatly. For 
instance, we have found that surreal and 
other bizarre displays create worlds of in- 
terest among our customers. After using 
this type of display, however, we change to 
simple, “airy”? windows. 

When we mentioned “surreal and other 
bizarre windows” a moment ago we _ had 
a mental picture of many displaymen throw- 
ing up their hands in horror. We feel that 
this attitude is caused by much unfavorable 
comment in the display field about such 
displays—largely because of the wrong in- 
terpretation and definition some displaymen 
have of the words “exotic” and “daring.” 
It must be admitted right from the = start 
that some of the things which have been 
concocted under such terms and spotlighted 
in the window have been enough to give 
anyone a headache and a hangover. Too 
many exotic displays have been just that, 
with no connection with the merchandise 
being shown; they may satisfy that “artis- 
tic urge” that we all have from time to 
time, but they should never see the light of 
day in a store window. There is a place in 
modern display for an occasional exotic win- 
dow, especially with a clever merchandise 
tie-up and for stores with the type clientele 
which can appreciate it. If a store isn't 
the tvpe for that kind of display it is best 
to forget it and to keep to the simple side. 
In most instances, displays should be kept 
right to the point—and even in so doing 
they can still have that individual touch 
that lifts them out of the ordinary. 

We find it always advisable to work with 
the buyers and designers of our merchan- 
dise. Such coordination gives us a com 
plete physical picture which comes in very 
handy in developing a theme for this or 
that display. It might also be mentioned 
in passing that approximately 85 per cent 
of the props used in our windows are made 
right in our shop—ranging from miniatures 
of New York City to 10-foot sculptured fig- 
ures and cowboys. . 

Interior displays have proven themselves 
silent sales persons of a most superior type 
In our store; consequently we recently added 
fifteen new interior display units on the 
sports floor alone. One of these is seen on 
the opposite page, designed by the writet 
and executed here in the store. 

The third display shown, this one being 
for shoes, is one of a series of very startling 
windows which were titled “Modern Sculp 
ture versus You.” These figures were 
nearly 10 feet in length, and were done 
in this department. 

At the top of this page is a display fea 
turing travel apparel for the “Old South,” 
the show card having for its heading “Ro- 
mantic Union of two Periods.” 

Next is a setting for ranch vacation mer- 
chandise, followed by a display for “Clothes 
Keyed to Summer”’—a_ recent promotion 
ed in a surrealistic treatment. 
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Not so long ago the Van Raalte Company 


ordered me to design 


itinerant 


window 


dis 


plays for them to send to department stores 


throughout 
spend very 
new sery 1 ( 


experience 


ti 


the 


country. 


little 


for them, and they had no past 


ine 


money, 


Lic 


ite 


that 


They 


since 


this 


such 


wanted 


to 


Was a 


displays 
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Three=Dimensicnals 


By MANFRED FREUND 
New York City 


would prove successful. There were many 
problems to be handled in connection with 
these backgrounds, and the solving of them 
helped to make this an interesting job. 

The Van Raalte people felt that the main 
value of their displays lay in the possibility 
ot 


obtaining more store windows through 


out the rather than the selli 
any specific items that they wanted t 
mote. It was, therefore, necessary to 
the backgrounds quite general 
a type display would have 
from the list of potential users 
of their customers who did not carry « 
merchandise. 

Fortunately the Van Raalte organi 
was aware of the fact that a large pe: 
age of manufacturers’ displays are r 
by good store display managers. Ther 
we aimed for smart, modern displays 
did not attempt to portray the life histo: 
of the manufacturer but that could bx 
by all smart stores without clashing 
any particular type the 
might be general wi 
theme. 
displays 


country 


too s] 
ot elimi 


al 


character 
its 
The list of stores which used 


or 
featuring in 
cross section of th 
retail elite of America, and there was only 
one instance out of three hundred 
display was rejected. 

The displays were 
mensional posters, and on them were affixed 
several appliques blocked away from. the 
background from % to 2 inches. The all- 
over size approximated 3 feet by 5 feet. On 
some I used actual Van Raalte material 
(lace lastex for girdles, and leather and fab 
ric for leaf covering in a glove display), 
and all lettering cut out, glued and 
nailed in place. Each background had an 
easel or block stands. A small hand-painted 
sign pointing out several 
was included. 


represents a 
where a 


themselves three di- 


Was 


selling features 

The displays were made on a_ production 
scale but had individual art and air brush 
treatment on figures and backgrounds. The 
short slogan-like captions which Van Raalte 
created always seemed to hit the spot, and 
these captions pictorially | 


were expressed 
and emphasized in the appliques. 


The col- 
oring was simple, showing decided contrast 
between lettering, figures, and background. 

The packing and shipping problem, which 
eliminated and limited considerable 
design ideas, was the most difficult thing to 
overcome. The backgrounds had to be ex 
ceptionally sturdy 
open and repack. 
sumption that shipping com 
pany would show any consideration in thei 
treatment of the displays, I designed a very 
strong plywood, hinged case with a 
what unusual arrangement. 
result the breakage was insignificant. 

Van Raalte much 
to indicate that these displays were a great 
success. 


ot my 


and particularly easy to 
Working under the as- 
or 


no store 


some 
closing \s a 


has received evidence 


—Relatively inexpensive itinerant displays for 
Van Raalte are made on a production scale, 
but with individual art and air brush treat- 
ment on figures and backgrounds. These dis- 
plays took the form of three-dimensional pos- 
ters, the third dimension being introduced 
wherever possible to add to the attractiveness 
of the units— 
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JEFFERSONIAN BRICK 


SOLD BY DISPLAY ACCESSORIES 5 WEST 36 ST., N.Y.C. OR YOUR LOCAL DEALER 


EET. ~ 
5 FOR DETAIL? 


6 NEW FALL COLORS 


STYLED TO FALL FASHION REQUIREMENTS 


™. AGO. APP. FOR 


MAR-BALIQUE 


THE SENSATION OF THE 1.A.D.M. CONVENTION IN DETROIT. 
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Six Tested Windows 
For August Furs 











—These displays by six different displaymen are known producers, as 
attested by sales they rolled up last August . . . Left column, top, by 
H. L. Kauffman, C. H. Yeager Company, Akron—a treatment involving 
sparkling white pines, background, and floor, with cold tones for the light- 
ing . . . Center, by Chandler Myers, Balch, Price & Co., Brooklyn... 
Below, by A. J. Roeder, William H. Block & Co., Indianapolis—a rustic 


setting against a background of blue and white . . . Right column, by 






































Arthur N. Johnson, Sears Roebuck & Co., Long Beach, Calif.—Spotlights 
back of the muslin screen brought out the shadow of the fox as seen... 
Center, by Morton B. Hymson, Kohn & Co., Columbia, $. C.—taking the 
form of a "Fur Circus." The floor was covered with peanut shells and 
wood shavings, and the cages bore the names of the furs in zoological 
terms . . . Below, by Charles A. Merrill, for Berry-Burk Company, 


Richmond— 








JULY, 1940 DISPLAY WORLD 


By De SAULT NMR MORES = 









































—Special interior designs for sales make 
up De Sault's page this month. Above 
is a clever use of lattice work as the 
foundation from which to extend a flag. 
In actual use (at the Boston store, Chi- 





—Above is a cake decoration which can 
be used on the top of center shelvings 
cago) this treatment was used on both —especially good for the small store 
sides of the main aisle, with splendid without a center aisle flanked by col- 

effect— : umns which can be used for decorations. 
lf necessary, the cake can be con- 
structed around a post, as pictured— 


Beecsrrrae 


I 


—lIn the drawing at the right, the anni- 
versary cake is built around the post. 
The candles can be electrically lighted 
if desired. When used on the columns 
on either side of the center aisle, these 


—In many stores the wall space above 
the shelving is the principal space used 
for interior treatments.. This is particu- 





huge cakes make an impressive showing. 
The construction consists of graduated 
circles of wall board, with the entire 
cake painted with white casein paint. 
The “icing can be imitated by using 
heavy cord, either white or colored— 

















larly true of the narrow store. Below 
is seen an excellent way of featuring 
an anniversary sale by using mammoth 
candles in candle holders, resting on 
simulated birthday cakes. These candles 
also serve as dividers, with displays or 
different kinds of merchandise grouped 
between the units— 
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Display Bits... 
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By Edward Henry Tackney EE 

















Yes, ‘back to school" 
time will soon be here 
—time to think about 
merchandising that 
school apparel, those 
accessories and sup- 
plies. 


With that thought in 
mind, this month's 
page is designed to 
show three ideas on 
the subject. 
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The top center idea 
lends itself well to a 
poster theme or hang- 


ing plaque. 


The lower left is an 
ideal setting for the 
"small fry" display. 


The panel at the right 
is styled particularly 
for high school youth 
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) ACE Fall DISPLAYS 


Are Stunning Style Parade Leaders? 








NOW READY--Our Big NEW 
Autumn and Christmas Catalog 


Packed with fresh, smart-selling new designs, materials, 
ideas. Be first with the LATEST! WRITE FOR YOUR 
FREE COPY TODAY! 


Real autumn leaves 
on color non-inflam- 
mable VELVELUR. 
‘xtra leaves free. 


Ex l f 


layer painted in 5 
on VELVELUR 

unset Orange panel, 
30 real col- 

ege pennants. For 
background, 18-ft. roll 
of 87" Rust VEL- 


. 7 r) 
~~ VELUR. 


AC 


Dept. 16, 426 West Broadway 








ealing and timely designs from our 


Fall and Christmas catalog 


PAPER COMPANY. Ine. 


(Display Division) 


New York City 








are Modern tor 
INTERIOR 


DISPLAY 
\i4 


SIGNS 
= 7 tbhs 





manufactures letters of all ma- 
terials . . . any style or depth 

- individual letters or at- 
tached to base mouldings for 
ledge display signs. 


SPANJER BROS. 


NEWARK, 1.J. 
NEW YORK - CHICAGO 











MIDDLE AND I4 PLY 
THICKNESS lOO SERIES 
5 vee STRONG AND 

URABLE FOR ME 
ine ag 


es 
(ae, WITH LAMINATED 


CHICAGO CARDBOARD COMPANY 


666 Washington Blvd. Chicago, III. 


Jor Sale by Kading Distribulors-Everywhré, 
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Point-of-Sale Gallery... 


OF NATIONAL DISPLAYS == 








—In a "reflective" mood 
actual Life Savers are used 
in the formation of a brief 
and effective selling me: 
sage. Blue and green pr: 
dominate. Created = and 
lithographed by The Forbes 
Lithograph Company, Bos 
ton— 


—Gunther's new shingle 
hanging sign for backbars 
emphasizes the goodwill of 
the dealer. Antiqued iron 
brackets and chains are 
used for the supports. De- 
signed and made by Kay 
Displays, Inc., New York 
City— 


—Kelly-Springfield's new dis- 
play plays up the angle of 
"It's Smart to be Safe." 
Designed by J. Stirling Get- 
chell Advertising Agency, 
New York City, and pro- 
duced by Ejinson-Freeman 
Company, Inc., Long Island 
City— 


—These rugged ‘men in 
white" in the DuPont display 
will make a strong appeal 
to the paint dealer and pro- 
fessional painter. Done in 
full color, the unit was de- 
signed and produced by Ket- 
terlinus Lithographic Mfg. 

Company, Philadelphia— 


—Concise copy tells the 
sales story in the display 
card featuring Sunkist lem- 
ons, while a pad of "‘direc- 
tions’ slips is attached. 
Lithographed by Forbes— 





—Hanley's Ale display shows 
a porthole view of a dory- 
load of New England fisher- 
men delivering their catch 
to a typical "Gloucester- 
man''—a salty and genuine 
depiction of "New England's 
Own," the Hanley slogan. 
Designed by Harold Cabot 
& Co., Boston, and produced 
by Einson-Freeman— 


—The use of Sunkist lemons 
to bring out food flavor is 
the featured point in the 
new window posters of the 
California Fruit Growers Ex- 
change, Los Angeles. _Lith- 
ographed in full color by 
Forbes— 
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Hoogerhyde Winner 
In Display Contest 

\ nation-wide contest for the best window 
display of electric water heaters, sponsored 
by The Modern Kitchen Bureau this spring, 
has been won by J. W. Hoogerhyde of Ohio 
Edison Company, Akron. The first award 
was $100. Second prize of $50 was won 
by J. K. Newport, Idaho Power Company, 
Boise. 

fen third prizes of $10 each were awarded. 
These went to: F. S. Wahl, Jr., Buffalo, 
Niagara Electric Corporation, Niagara 
Falls, N. Y.; C. B. Osborne, Electric Power 
Joard of Chattanooga; Brice L. Pettie, Guli 
States Utilities Company, Beaumont, Texas; 
Nat Wylie, Kansas Gas & Electric Com- 
pany, Wichita; R. FE. Anderson, Minnesota 
Power & Light Company, Duluth; J. W. 
Hoogerhyde, Ohio Edison Company, Akron; 
J. W. Bremmer, Northwestern Electric Com- 
pany, Portland, Ore.; W. Gilbert Brown, 
Philadelphia Electric Company, Philadel- 
phia; George T. Speed, Tennessee Eastern 
Electric Company, Johnson City, Tenn.; N. 
A. Zanzig, Wisconsin Michigan Power 
Company, Appleton, Wis. 

Judges of the contest were: Raymond 
Martin, Consolidated Edison Company, New 
York City; James M. Nelson, The Ralph H. 
Jones Company, and John M. Behr, Gard- 
ner Display Company, New York City. 
Public Forum And Exhibit 
On Display Advertising 

Several display experts spoke and two 
moving-pictures were shown on June 17 to 
an audience of about 100 persons at a public 
forum on display-advertising conducted by 
Display Institute in its new quarters at 3 
East 44th street, New York City, as the 
initial event in an open house week during 
which an exhibit arranged in cooperation 
with a number of leading display firms was 
another feature. 

Speakers at the forum were Mrs. Cora 
Scovil, creator of mannequins and president 
of Vazah, Inc., who illustrated her remarks 
on “Dramatizing Fashion Display” with 
the first public showing of a motion picture, 
entitled “Beautiful But Dummy;” Richard 
Roley, editor, Modern Lithography, who 
spoke on “The Evaluation of Point-of-Pur 
chase Advertising Circulation; and Harold 
Raynolds, manager of the fine arts division, 
Devoe & Raynolds Co., Inc., who illustrated 
his talk on “The Design and Making of 
Display-Advertising” with motion-pictures 
he himself had taken. J. Allen Bramson, 
director of the Institute, awarded scholar 
ships won by nine New York City high 
school seniors in a competitive examination 


New Catalogue 
Is Released 

The new “Velvelur” catalogue announced 
by the Ace Paper Company as a guide to 
fall and Christmas displays was released on 
the opening day of the International Asso- 
ciation of Display Men convention at De- 
troit. This twenty-eight-page catalogue is 
well illustrated, and carries suggestions for 
Various new uses and effects that can be 
obtained with this new line. Copies are now 
available on request at the main office, 426 
We-t Broadway, New York City. 
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9 . ' . 
I've trimmed lots of windows, but 
—for speed, convenience and portability, that Hansen 
Vest-Kit has everything else “topped. Nothing like 
it! | slip it into my vest pocket—hop into the window 
1 1 with my Hansen Tacker—and I'm all set! 
Disties Men ead Sige Mix—jer ‘a Watch me "step on it!" Vest-Kit 
Fs outdoor tacking Boy, howdy! in my vest there at get staples 
in a jiffy. A ready supply as near as my vest pocket— 
and handy to draw on when more staples are needed. 
with that Hansen Vest-Kit, | finish my 
Say, bo, windows in jig time. | thought the 
Hansen Tacker was fast itself—but with the Vest-Kit, 
it's even faster! 








Order? Sure! | did. Wry not you? 


A.L. HANSEN MFG. CO. 


5041 Ravenswood Avenue CHICAGO, ILL 





RUBBERLITE 
MANNEQUINS 


Insure against breakage, 
chipping, cracking or 
warping. Styled to the 
minute and embodying 





all the latest improve 
ments. RUBBERLITE man 
nequins are the ONLY 
figures on the market 
that are cast in genuine 
RUBBERLITE. Moderately 
priced and superbly fin 
ished, they represent the 
biggest value in the man- 
nequin field today. 


Write for details, or ask 
to have a salesman call 4 a 


DURABLE DISPLAYS, INC. 


CHICAGO NEW YORK LOS ANGELES 
2010-2018 S. Halsted St. 4 West 37th St. 742 South Hill St. 
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Timely Display Ideas... 


By JAMES KILEY 




















—The Ladies of Knossos had a word for it, 

for froof see sketch ''A."' The main motif 

is a raproduction of an actual fresco ex- 

cavaied near Knossos, on the island of 

Crete, and shows that the ladies of 1940 B. C. went in for 

curseted wasp waists . .. An enlargement of this fresco will 

rake an eye-catching center piece in your next corset window ... Sketch ''B’ 
shows a novel setiing for a feature display of gowns for the coming fall formals. 
fhe bar is made of wall board or fir plywood mounted on a | by 2-inch framework. 
The male figure is cut from a sheet of 5¢-inch fir plywood, with actual cloth’ 
glued in place—complete with silk lapels, simulated shirt and tie, flower, etc. 
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L[utroduced by 
BULKLEY DUNTON & CO. 


OVER A CENTURY OF SERVICE TO THE PULP AND COVER STOCK INDUSTRY 


: RJ 


a 2 Se 4 
pE PREPARED 


PS Se 


WITH 


NEW FALL COLORS 


T. M. Reg. App. for 


SMOKE TAUPE > AIR FORCE BLUE > VIRGINIA CLAY 3 KHAKI GREEN 


SELECTED BY OVER 800 LEADING DISPLAY DIRECTORS 
AT THE 1940 1.A.D.M. CONVENTION IN DETROIT 


SOLD BY YOUR LOCAL DEALER 


Styled FOR CONTEMPORARY FASHION REQUIREMENTS by 
bliss Display Corporation 


WRITE FOR FALL CATALOGUE AND 
COLOR CHART OF 28 "STYLED TO FASHION" Yloeleam COLORS 


BULKLEY DUNTON & CO. 


DISPLAY DIVISION—wnar. oisr. 
295 MADISON AVENUE NEW YORK CITY 
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What ype Of Display 
For Back=To=-school? 


promotions are famil 









Back-to-school 
events to most every store dealing in 






propriate merchandise, and display depa 
ment heads are confronted each year \ 
the problem of what kind of treatment 
give such windows. 

It might be said that there are three ba 
types of back-to-school displays, especial! 
for the college student. First is the “star 
ard’—the simple presentation of college 






Se ae See 


parel in a suitable atmosphere; second, 1 
humorous type; third, the dignified, “cloi 
tered halls” setting. A good example 
each is pictured here. 

Several good display tie-ups are possib! 
these usually being based on local or nea 
by colleges, magazine promotions, tl 
store’s student clothes counsellors, or othe: 
angles which readily suggest themselves 
And since the college student’s wardrobe is 
usually almost completely renewed prior 
the opening of school, it is important not 
to neglect the accessories and furnishings 
which complement the major apparel. In 
cluded among the items which can be profit 
ably displayed are such merchandise as 
typewriters, luggage, and so on, depending 
on the nature of the store sponsoring. thi 





promotion. 
As mentioned above, the three windows 
shown here typify the basic types of displays 


for the college student—masculine, in this 
instance. The first is by Fred Rude, Bas 





kin’s, Chicago, and is in the “standard” ' 
classification. A considerable quantity of 
merchandise is shown, and the action poses | 
of the three mannequins add to the appeat 
ance of the display. The two university \ 
pennants on the wall put across the idea in : 
stantly, while an open copy of a men’s fash é 
ion magazine attests to the correctness ot ¢ 
the styles shown. <A large pencil and t 
scratch pad lie on the floor, the notation on | 
the pad reading: “What the well-dressed 
man will wear to school this fall.” s 

The humorous treatment is followed in fi 
the second display, by Hugh C. McWilliams, J 
Hutchins Brothers, San Antonio. The pun 0 
on the word “requirements,” the hitch-hiking e 
figure in the background, and the amusing n 
forms are immediately evident. The tashion f 
tie-in here is with Esquire, of course, both 
in the background wording and by means 0! 
the open copy of the magazine in the tore- V 
ground. The three college students are cut: Ir 
outs, mounted so as to stand out in reliet 

The “cloistered halls” effect is very plain \ 
in the third photograph—the display being : 
by William KE. Mixon for Kresge Depart 
ment Store, Newark. <A tie-up with Esqui! - 
is made by means of the small plaque 1 “i 
the foreground, reading: “Back to colleg 0 
with authentic men’s fashions chosen |! f 
Esquire.” A variety of merchandise 1s te “ 
tured, ranging from socks and sweaters 1 p 
luggage and a typewriter. The broken co! A 
umn, the subdued background illustrati M 
of a college building, and the type of light k 


ing all contribute to the desired atmosphe! R 
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COMING UP! 


Summer Session Bridge Champion- 
ships—August 4-10. 

National Aviation Day—August 19. 

National Air Races—August 31- 
September 2. 

Labor Day—September 1. 

National Felt Hat Day (tentative)— 
September 14. 

Nationally Advertised Brands Week 
—September 15-21. 

Constitution Week — September 
16-21. 

Constitution Day—September 17. 

National Retail Furniture Week— 
September 21-28. 

Autumn Begins—September 22. 

Daylight Saving Ends — September 
29. 








Five Salesmen Join 
Durable's Force 

Five men well-known in display circles 
have joined the sales force of Durable Dis- 
plays, Inc., 2010 South Halsted street, Chi- 
cago. C. B. Smith, Washington, D. C., will 
cover the southern states; Rudy Quensell, 
New York City, will cover the metropolis, 
Philadelphia, and New Jersey; E. J. Essig will 
have the territory of Ohio, Indiana, Illinois, 
Kentucky, and Michigan, Francis J. Baker 
will cover New York state and New England, 
and Jack DeWeese (DeWeese Display 
Equipment Company) will hold forth in 
Pennsylvania and West Virginia. 


Fishermen's Week Contest 
Won By Fitzsimmons 

H. A. Fitzsimmons, Armstrong’s, Cedar 
Rapids, has been awarded first prize in the 
window display contest held in connection 
with the observance of Fishermen's week, and 
sponsored by The Sporting Goods Dealer, 
athletic industry trade publication. The award 
consists of a two weeks all-expense-paid trip 
to his chotce of any of five Minnesota fishing 
lodges. ; 

Other awards announced include a hand- 
some, electric clock surmounted by the action 
figure of a tuna, to Robert Harbour, Allen & 
Jemison Company, Tuscaloosa, Ala., as sec- 
ond prize; T. Jimmy Poitras, Morley Broth- 
ers, Saginaw, Mich., third prize—a pair of 
Massive metal bookends, embellished with 
figures of leaping sailfish. L. E. Conaway, 
The Sport Shop, Butler, Pa., was fourth. 


Winners Announced 

In Detroit Contest 

J M. Gordon & Co., Inc., 189 Greene street. 
New York City, has released the results of 
a contest held among Detroit displaymen, in- 
volving the use of “Dis-Plastics.” First, sec 
ond and third prizes were won in the “A” 
stores group by F. Hofer, Tuttle & Clark: 
O. A. Luke, J. L. Hudson & Co., and Emil 
Lederer, Federal Department Stores.  “B” 
Stores: Edgar Holle, Fintex Clothing Cor- 
poration; George Lee, King-Brooks; Donald 
A. Ferguson, S. L. Bird & Sons. “C” stores: 
Marvin Catheart, Annis Furs; O. H. Nix, 
Kinsel Drugs Company; F. E. Whitelam, 
R. H. Fyfe & Co. 
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If you did not see the dem- 
onstration at the Detroit 
Convention, write at once 
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Picture of a Man With 
a Dismlay Headache... 


. who is losing sleep needlessly. He doesn't know that he could 
solve his "point of sale" display problems with Meloy Bros. blowups 
. . . Dominant Business Builders . . . Made by men who know their 
business. 


ePHOTOGRAPHIC eBLOWUPS 
eTRANSPARENCIES *MURALS 


BLACK AND WHITE, SEPIA, HAND-COLORS 
MAIL YOUR ORDER OR INQUIRY TODAY 


























The term “display promotion” is about as 
redundant as that of “old antique.” What 
we do in our windows and interior in the 
way of display is either a promotion or it 
is not a promotion. If the display 1s a pro- 
motion it sells goods. If it is not a promo- 
tion it does not sell goods. 

In planning a promotion, it 1s necessary 
arefully to analyze two elements: (1) your 
onsumer; (2) your merchandise. 

Consumer understanding and sympathy 
should be of first importance to the display 
manager just as it is with the merchandise 
manager before he buys his goods. When a 
showman invests fifty or one hundred thou- 


sand dollars in his farce, drama, musical, or 


comedy drama, he must know what his au 
dience will like or he loses his investment. 
We should realize that we are showmen, and 
as such we must understand our public. 
We know that all people don’t have the 
same interests. Therefore, we can't expect 
all the people to like, or to be attracted to, 
the same merchandise or the same display 
promotion used to sell this merchandise. 
Our problem is not to find our people. 
Our merchandise men do that for us when 


Address before the International Association of 
Display Men convention, Detroit, June 2 
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isplay Essentials 


By ALBERT BLISS, President* 
Bliss Display Corporation, New York City 


they buy the merchandise our people want. 
However, our problem is to know more 
about our people so that we will talk to 
them through our display promotion in lan- 
guage they will understand. We must be 
careful we are not talking over the heads 
of some or beneath the acceptance of others. 

In order to know more about our con- 
sumers’ interests, we must know more about 
how our consumer lives. We must know 
what newspaper he or she reads, what mag- 
azine he reads, what movie he likes, where 
he works, what his income is, where he 
lives, where he travels, we must know how 
he plays. 

Fortified with this information, we will 
know how he lives, we will know what his 
tastes are, and we will appeal to him with 
a display promotion he will look at and 
believe. 

In view of the fact that a display only 
becomes a promotion when we_ sell mer- 
chandise, it is obvious that our next prob- 
lem, after we study our consumer, is to 
study the merchandise. 

We must consciously recognize that all 
merchandise has certain basic characteris- 
tics: price, size, color, texture or pattern, 
silhouette or form. 








—''| don't care what it says; my feet hurt!" — 
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In order to sell this merchandise thro 
display, we must show it so that it has p 
fect “lookability.” 

In order to achieve this “lookability,” 
will discover, after studying the goods, that 
one of the basic characteristics, nan 
price, size, color, texture or silhouett 
more attractive than the others. 

When we establish this best basic feat 
we must then emphasize it with all the 
play devices we plan to use in our display 
promotion. = 

To produce a display promotion that 
goods, there are other important considera- 
tions: (1) timing; (2) location. 

Let's assume we know our customers, 
that we know our merchandise. Di 
know our timing? The best time for a pr 
motion to break is when consumer accept 
ance is highest. For example, one year ago 
we developed a patriotic promotion, thinking 
consumer interest was right. However, it 
was too soon, and the promotion flopped be- 
cause consumer acceptance was pacifistic 
then. If we were to do this promotion six 
months from now we would be too late be- 
cause the surprise would be eliminated from 
the promotion. Right now is the correct 
timing for a patriotic promotion. 

Bud Marimon of the Higbee Company, 
Cleveland, says that the real reason for dis- 
play is so the retailer can sell a fur coat 
in August and an organdy dress in Janu- 
ary. He tis partly right. We are constantly 
forced to create artificial consumer interest 
in merchandise about which normal interest 
does not exist. However, week after week 
we are selling timely merchandise and we 
should use timely theme songs that are con 
sistent with consumer interest. 

“Location” plays an equally important 
role in creating a successful promotion. In 
the show business, we know that the right 
house is important to a successful run. Your 
window location in relation to traffic flow 
is equally important. However, we can not 
assume that we can sell the most of all 
types of goods out of a window location 
that adjoins the greatest volume flow. of 
traffic. 

For example—the carriage trade in  vol- 
ume uses one entrance, the popular priced 
street car or bus trade uses another en- 
trance. We must be sure that the location 
we select for any one promotion should ad- 
join the greatest traffic flow of those we 
know will be interested in this promotion 

One other element in the success of a dis 
play promotion is repetition. If you are 
sure that you have the right promotion, re- 
peat it in a bank of three, four, or six win- 
dows. 

Coverage is an equally important element 
Pick up your perfect promotion in the inte- 
rior—on ledges—in cases—on posters. Real 
ize that you are appealing to a moving 
public. If you miss this moving public 
one place you can find it in another. 


Correct correlation is vital when 





















a) 
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cover a store with a promotion. Be sure 
to tie up copy—color—form—and decorative 


device. Ii you do this your customer will 
recognize the story she saw in the window 
when she reaches the point-of-sale on the 
foor. This speed of sale will result in the 
saving of dollars. 

Let's assume that by trial and error we 
lave found the answer to seven basic dis- 
play promotion elements, namely: 
consumer understanding, correct merchan- 


correct 


dise understanding, correct timing, correct 
location, correct repetition, correct coverage, 
correct correlation—as they relate to your 
community and to your store. 

So, let’s plan an imaginary Christmas pro- 
motion. 

The first step in planning is to consider 
vhat you will do, then how you expect to 
do it. In other words, first establish a 
theme song for your entire store. 

This theme song must be easily recog- 
nized, be in harmony with your consume 
thinking, be rapidly understood, have essen 
tial surprise. 

Any one of these four considerations alone 
will not produce the 100 per cent job you 
expect to do. You must have a_ balanced 
proportion of each. 

In searching for this Christmas theme 
song, investigate every possible avenue of 
consumer thinking that will, through the 
association of ideas, place him in a_ recep- 
For example, you can't avoid 
the home as an essential part of your con- 


tive mood. 


sumer’s life during this season. In the home 
ve start with “The Open Door to Christmas 
Cheer.” That is a perfect theme song. Pro 
ceeding in the home we expect to find a 
gracious host or “Christmas Host to All’- 
another possible theme song. After we are 
in the home, let's consider places of intense 
nterest, places that stand out particularly 
s precious Christmas moments. There is 
the entrance hall with its console and silver 
tray, filled with friendly Christmas cards 
ndan ample English holly wreath with ex 
travagant red ribbon all perked up in wel 
Just capture 
the spirit of this place and you attract your 


me. There's a theme song. 


consumer's interest. 
Do you remember peeking through the 
kevhole into the closet crammed with hoped 
ir presents? Everyone else does, too. Why 
not create heroic keyholes surrounded by an 
old brass escutcheon in your window? These 
keyholes could be large enough for the con- 
sumer to see piles of gaily w rapped Christ 
mas bexes inside. In front of the keyhole 
ve place a child mannequin. dressed in 
ghtgown and stocking cap peeking through 
the opening. You can find many other asso- 
lations with the home at Christmas time 
irom which to derive a Christmas theme 
song 
| have prepared a suggested list of pos- 
sible theme songs which may be of interest 
to you. If you wish one of these lists it will 
be sent upon request to DISPLAY WORLD. 
\fter you have selected your theme song 
u will have established “what” you are 
gong to do. Your next step will be to de- 
cide “how” you expect to do it. We know 
that we can only sell our merchandise after 
We have captured consumer attention. This 
Consumer attention can be attracted if our 
decorative props are sufficiently interesting 
[Continued on page 47] 
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Mileo’s girls and boys, like all 
of our “new faces,” display 
garments to their best advan- 
tage—under actual wearing 
conditions. That's taken care 
of by Mileo’s life-like anatomi- 
cal sculpturing, and detachable 
arms that allow full movement 
from shoulders. 

Write today for photos 


P.C. MiLeo 


7 W. 36th St. 28" 2'8* New York 
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SINCE l 


dy. MILEO 


take honors / 
at the show, 


Because they’re regular fel- 
lows, real robust American 
boys, wholesome good-looking 
American girls . . . that’s why 
these Mileo “new faces” cap- 
tured so much show interest. 
Ages 2 to 18 
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MAKE A START 


After the adjustments of the past year or two, 
there is a very definite interest among indi- 
viduals and businesses to make a new start and 
to build for a future. 


We Solve Your Problem With Our 
New Home Study Courses 


Because you can pay in small installments 
worked cut to meet your financial condition. 
Write us fully about your ambitions and present 
conditions and we will try to help you be pre- 
pared for better times when they arrive. 


THE KOESTER SCHOOL 
Teaching Window Display and Card Writing 
300 W. ADAMS ST., CHICAGO 








- « BAMBOO 


Put that Tropical Appeal 
in your Spring and Summer Displays 
with NATURAL BAMBOO ... 
Immediate delivery from the largest stock in the 
U. S. All sizes from % inch to 7 inches in diameter 
Write for samples of Fabricated Bamboo and 
Bamboo Screening. 
PACIFIC BAMBOO PRODUCTS, INC. 
6701-15 Eleventh Ave. Los Angeles, Calif. J 
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Think this over... 





Congratulations, Detroit Display Club, for 
a great I. A. D. M. convention. You put 
it over in a manner befitting your reputation 
as one of the leading display clubs of Amer- 
ica. You were on the job as perfect hosts 
from start to finish. May you long continue 
your good work. 

The minute the elevator door opened to let 
me out on the ballroom floor Sunday after- 
noon I knew the display profession of Amer- 


ica was in for a great show. First impres- 
sions are lasting ones, and the Detroit club 
created a masterpiece under the direction of 
O:. Ay 
tion and 


The J. L. 


Luke, director of convention decora- 
assistant director of display for 


Hudson Company. The three walls 


CH 


\e~- 


—This group of show cards won several prizes for W. Gilbert Brown, 
Philadelphia Electric Company, Philadelphia, in the annual contest held 
in connection with the International Association of Display Men conven- 
The Bendix card had the figure done in black, light blue, and 
. . A dark brown stock was used for 
the Silex poster, the cup and lettering being done in black and yellow... . 


tion. 
orange on a stock of dark blue. . 





By FRANK G. BINGHA, 


over a great expanse were covered by a 
striking display that met one’s eye instantly. 
A large photographic blow-up of the dele- 
gates of the 1920 convention on the left wall 
made many oldsters pause to bring back 
fond memories. The entrance to the ball- 
room was under brilliantly lighted lettering 
of welcome, in front of enlarged scenes of 
dynamic Detroit. On the right the registra- 
tion desk with its efficient, friendly person- 
nel completed the setting. Within this dis- 
play square the display profession met and 
shook hands, exchanged knowledge during 
the five days of the convention—perhaps un- 
surpassed in the association’s long history. 
Here was a symbol of display, a symbol of 
unity, a symbol of friendship worthy of the 


blue, and orange... 


a 


on silver stock; the decorations were in dark blue. . 
may it wave" is shown here because of its attractiveness, and in spite of 
the error whereby ''O'er" becomes "'O'r.' 
was in red, white, and blue; the rest of the lettering was in dark blue— 
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profession. The Detroit club spent its 
money to bring you this and it was a sj 
did, unselfish achievement. 


The forty-third annual convention p 
that it takes more than a hotel and a 
exhibits to make a convention. It 
men. Active, hard-working men. Don 
guson, president and convention dir 
ably assisted by Ralph D. Johnson, assi 
convention director, provided the real 
ership for this convention. They, as al 
other committee members, were inspir 
that grand young man of the display 
fession, Charles F. Wendel, honorary 
man. He acted as chairman at the op 
session on Monday morning and as tli 
chestra played “Home Sweet Home” at 
banquet Wednesday night, he was displa 
more “pep” than a dozen youngsters. Th 
city of Detroit surely must have gotten th 
word dynamic from Charlie Wendel's 
sonality. 


{f™ 
AN 


\ 
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"Sale" was in white in the form of roping, with the figure in white, dark 
. "For kitchen graduates" the lettering was in black 


. . The card ‘Long 


The phrase "Long may it wave 
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Convention sessions have been sparsely attended for years, but 
here again it takes men of high calibre to present a program for 
three days, morning and afternoon sessions, to large audiences. 
To pay tribute here to the efforts of Frank E. Whitelam and 
John T. Chord taxes my vocabulary. These two able and capable 
executives in presenting such an outstanding program of educa- 
tion did an admirable job. Knowledge gained by these interesting 
sessions will bear fruit in the form of profits. Ideas gained from 
these programs are circling through the display mind now and 
many will shortly spring into reality. The large attendance at all 
sessions Was a tribute to the good job well done by Whitelam 
and Chord. 

Fun at a convention contributes no small part and here again— 
men. H. W. Weaver, F. G. Clayton Company, director of enter- 
tainment, ably assisted by H. R. De Vol and Dan Himmelhoch from 
Sunday night through Wednesday's banquet did a swell job. 
Weaver is fun by himself. He even joked about losing a twenty 
dollar bill. Entertainment for a convention is as easy for him as 
setting a hat at the right angle on a “T’-stand. The entertainment 
was neck-craningly excellent, thanks to Weaver and his committee. 

The photograph contest under the direction of Walter <A. 
Grover, assisted by T. Pickett, was presented in a fine display. 
All photographs were judged by an outstanding committee and 
no complaints of any kind were heard this year. I could mention 
the word “men” again, but I won't because by this time I think 
you understand. 

Mrs. Frank E. Whitelam, director of the women’s auxiliary, 
with her committee, revived the ladies’ end of the convention pro- 
gram after a lapse of several vears. Over seventy ladies attended 
the interesting visits to the Ford Edison Museum, Greenfield Vil- 
lage, Dearborn Inn and the Style Show at the J. L. Hudson Com- 
pany. A brief business session elected Mrs. Whitelam president 
of the I. A. D. M. Auxiliary for 1940-41. All the wives who at- 
tended this vear’s convention had a good time and I am sure they 
will be back next year at Chicago, bringing with them their friends 
to strengthen this branch of the I. A. D. M. under the able and 
charming leadership of Mrs. Whitelam. 


Space does not permit the mention of all the members of all the 
committees, but everyone contributed toward making the convention 
a real success and Detroit can be proud of the job they success- 
fully completed. 


The most noted item of the I. A. D. M. convention was the 
proposed affiliation with the National Retail Dry Goods Associa- 
tion. In high ranking retail trade papers this was given front- 
page features. The arguments against affiliation did not appear 
until Wednesday. The strongest argument here was that a certain 
group wouldn't get anything out of it. Another argument endorsed 
by some was this: If you affiliate with the N. R. D. G. A. and they 
hold their convention with ours or at the same time, the boss 
won't let you go because he can take in the show for you. Such 
reasoning lacks intelligence afid if these weak arguments defeat 
this move, the display profession will have to struggle along as it 
has been doing for the past forty-three years. We have, on the 
other hand, a real opportunity to make rapid gains in our profes- 
sion by affiliating with the strongest organization in this forty 
billion dollar industry of retailing—the N. R. D. G. A. By our 
judgment in this matter, today, rests the speed of our advancement 
tomorrow. Think it over, when you get the facts; pay your dues, 
and be prepared to vote. 


Recordings at Detroit: The nationally famous Ford Dixie 
Eight singers could certainly sing, “God Bless America,” but “God 


Save the King” was saved only by Chairman Ferguson's voice. 


- Bob Johnson's talk on public speaking was splendid ... we all 
need more lessons—after hearing Bob I felt like doing a Billy Sun- 
lay... . Dr. Schnittman’s discourse while his wife worked on 


the model was a demonstration of skill in several ways, reaching 
a me 


= 


high in indirect selling technique—some fellows after 
him went out and ordered the figure. Jack Chord’s 
address: “The Display Object of Non-Objectivity” based on 
[Continued on page 45] 
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. BOOST YOUR SALES! 


Have you seen these 
remarkable mechanical 
babies in the window of 
New York's largest de 
partment store? Life size 
beautifully proportioned 





—the head, arms and 






legs move in an amazingly 





ifelike manner. As an 





attention-getter for in- 





fants’ wear these babies 
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able to one store ata 






time, in each city on a 
rental basis. 





Write—wire or phone 


MECHANICAL: MAN 


INCORPORATED 


745 FIFTH AVE. NEW YORK 


Title Registered U.S. Patent Office 


(@elaal ofialsto Mn ahial 
MERCHANTS RECORD AND SHOW WINDOW 
Issued on the Fifteenth of Every Month by 


THE DISPLAY PUBLISHING COMPANY 
Cineimaet. Ohio 


H. C. MENEFEE, President 
NATHAN SILVERBLATT, § 
R. C. KASH, Editor 


OUR PLATFORM 

. The Development of Window Display Adver- 
tising. 

More Display Cooperation by Manufacturer 
and Merchant. 

. Advancement of the Display Service Business. 
Practical Service to the Display Profession 
and Industry. 

. Appreciation of Display's Power in Merchan- 
dising. 

. Absolute 
Columns. 


Our = Editorial 


Independence of 


VOL. XXXVII JULY, 1940 No. | 


Should The |. A. D. M. 
Join The N. R. D. G. A? 


One of the questions which came up for 
discussion during the recent convention of 
the International 
Men whether or not the organization 
should affiliate with the National Retail Dry 
\ssociation, the latter having a mem 
Although 
other dis 


Association of Display 


Was 


(,oods 
bership of more than 6,000 stores. 
I. A. D. M. 


playmen signify their favor of such a move, 


many members and 


a number are opposed to it. A committee 
has been appointed by the display associa 
tion to meet soon with a similar body from 
the N. R. D. G. A. to thresh out numerous 
after which the I. A. D. M. mem 
bership will be given an opportunity to indi 
ballot 

\s one the affiliation is 
the very important argument that it would 
immediately lift the I. A. D. M. and_ its 
members to a much higher level of prestige 
field. The 


association on a 


questions, 


cate by their choice in the matter. 


point in favor ot 


in the eves of the retail mergel 


would place the proftes- 


sional plane with the other divisions of the 


ee ce LGR Cae ae 


promotion 


such as the controllers and 
belongs. In other 
and its 


chance to 


men, where it 
members 
that 


are sincerely and genuinely interested in re 


words, the organization 


would have the prove they 
tailing in all its phases, instead of only the 
and the 


attend a convention once a veal 


chance t 
This latter 
common—im 


“arty” side of display 


and untortunately all too 


pression. is which displaymen should 


and. affiliation 
probably the 


one 
lose no time in correcting, 
with the N. R. D. G. A. is 
easiest and quickest way of so doing. 

\s opposed to this, there is the possibility 
of the I. A. D. M. stepchild 
merges with the N. R. D 
that the latter might lose interest in 


becoming a 
organization if it 


G. A 
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the I. A. D. drag it along 
with the bigger body instead of trying to 
develop it for all it can mean to merchan- 
dising. It is true that there is a chance of 
this happening—but not if I. A. D. M. mem- 
bers do their part by working whole-heart- 
edly for the association, particularly so 
under the stimulus which the = affiliation 
would undoubtedly bring with it. 


M. and simply 


The merger would mean an unprecedented 
opportunity for the I. A. D. M. to 
greatly increased membership, which would 
result in a much stronger display 
It might be 


secure 


naturally 
group than 
possible for some arrangement to be worked 


has ever existed. 


out whereby the display director of each 
N. R. D. G. A. store became a 
the display group. The thought of a display 
6,000 is nothing short of 
remembered that the 

[ with a 


member of 


organization of 
staggering when it 1s 
I A. D. M. 


few hundred on its roster. 


has existed for years 
On the other hand, no assurance has been 
that 
preceding 
Asa 


strong possibility 


given the association anything of the 
kind outlined in the 


would be undertaken. 


paragraph 
matter of fact, 
that members 
displaymen and those who 


there is a 
who are utility 
conduct or are with installation services 


“lost” to the I. A. D. M. 


retailing 


would be were it 


to merge with the body. Many 


such men have worked long and hard for 
shame 


the association and it would be a 


to see them left on the 


But 
tage to the proposed amalgamation: it would 


sidelines. 
there is another undeniable advan- 
of display 
research along practical through the 
help of N. R. D. G. A. member stores; this 
i which the N. R. D. G. A. 
secure, but not the IT. A. 


present 


make possible the carrying out 
lines 


Is Cooperation 
could certainly 
D. M. in its 
denying that 
problems 


status. There is no 
literally 


with 


there are dozens. ot 


connected display which 


solved for the good of all 


small 


should be con- 
cerned, and even a 


N. BR. D.. G. A. 


splendid 


percentage of the 
could 


stores Serve as a 


laboratory in which to work out 
the answers. 

The objection that the 
I. A. D. M. would lose its identity and be 
smothered by the larger body. It has 
understood right from the start by both the 


a Coa. ee 


retain its 


has been raised 


been 
display group and the N. R. how- 
former would iden 
that it 
come the display division of the latter, just 


ever, that the 


tity unchanged would simply be- 


as the sales promotion and controllers 


groups are at present. 


Insofar as the convention angle is con 
cerned, it is argued that a joint convention 
of the two groups would bring management 
and displaymen together more closely—giv 
ing management in particular a chance to 
see that the I. A. D. 

are actually important factors in retailing. 
It is said, too, that more displaymen would 
be able to get permission to attend conven- 


M. and its conventions 


tions, since they would be held under the 


sanction of an organization to which = so 


many stores belong. Opponents to the plan 


counter with the statement that a joint con 
vention where th 
top executive would remark to the display 
advertising and 
attend the convention, 
so there’s no use of vou going, too; I'll look 


would create a situation 


manager: “The manager 


myself are going to 
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in on what the display bunch is doing 
bring home a couple of ideas for you!” 

While on the subject of conventions 
joint convention is held at the time the N 
D. G. A. usually holds its big meeting (e; 
in the year) how would this affect dis; 
exhibitors, who like a convention to be | 
in late June so they can play up their 
items and introduce their big Christ: 
lines? This could be answered by hol 
separate this is cd 
display loses the opportunity of demonst: 
ing personally to management just what 
I. A. D. M. and displaymen mean to ret 
ing—that they are really in earnest and 
cere in their efforts to improve thems: 
and, by so doing, to help their stores. 

All the simply 
which the two committees will have to « 
sider when they get together in New York 
City soon. It is to be hoped that they cai 
be ironed out satisfactorily to all concerned 
If they can, and the I. A. D. M. can affiliate 
with the N. R. D. G. A. to their 
benefit, it means a splendid stride forward 
for display. 


conventions—but if 


foregoing are quest 


mutual 


George H. Wagner Wins 
Camp Contest 


Winners have announced in the Na- 
tional Posture week window display contest 
sponsored by S. H. Camp & Co., Jackson, 
Mich. The entries were divided 
groups: one from cities with populations of 
100,000 and over, the other from cities under 
100,000. In the first classification the winner: 
were: George H. Wagner, The J. L. Brandeis 
Company, Omaha, $50; Richard A. Staines, 
Vandever Dry Goods Company, Tulsa, $30; 
Stuart A. Raymond, The Broadway, Los 
Angeles, $20. Honorable 
Stewart Wiggers, assistant display manager, 
Cain-Sloan Company, Nashville; John EF 
Cooke, Coulter Dry Goods Company, Los 
Angeles; T. Kruse, E. W. Edwards & Son, 
Syracuse, and Matt C. Kirchner, S. H. 
George & Sons, Knoxville. 


been 


into two 


mentions went. t 


In the second group prizes were awarded 
as follows: Dorothy Flambeau, Dickson-Ives 
Company, Orlando, Fla., $50; A. L. 
Gebhart-Gushard Company, Decatur, II1., $30; 
Wayne FE. Baumler, J. N. Adam Company, 
Niagara Falls, N. Y. Honorable men- 
tion: Bert S. Mikal, William D. Hardy & 
Co., Muskegon, Mich.; Russell T. Roe, The 
Kandel Company, St. Cloud, Minn., and Will- 
iam Osborne, Paris-Fligman Company, Great 
Ifalls, Mont. 

Contest judges were Irving C. Eldredge. 
R. H. Macy & Co., New York City; Joe 
McCann, The S. Kann Sons Company, Wash- 
ington, D. C., and president of the Interna- 
tional Association of Display Men; Albert 
Bliss, Bliss Display Corporation, New York 


Squires, 


$20. 


Rileigh Opens New 
Display Center 


Said to be the largest unit of 


its kind 
Pennsylvania, the Display Center has been 
opened by Rileigh Window Display Service, 
Inc., at 447 Market street, Kingston, Pa. 
Richard S. Rileigh, who heads the organiza- 
tion, received an excellent write-up in a local 
paper on June 30, tracing his career sinct 
first forming the company some twenty-vn 
years ago. The firm now has offices in .\l- 
lentown, Reading, 


Altoona, Harrisburg, 
Scranton, and Kingston. 
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dissPLASTICS | 


MADE OF LUMARITH 
THE NEW-ERA PLASTIC 


J.M. Gorvon & Co. 


189 GREENE ST., NEW YORK 


Pioneers of PLASTICS 
for DISPLAY MEN 











The Fountain Air Brush 


The AirBrush of the Particular Artist 





A NEW AIR BRUSH FOR 
THE DISPLAYMAN 
Easy to handle and keep in order. 
Send for Catalog No. 52D 


THAYER & CHANDLER 
910 W. Van Buren St. Chicago, Ill. 
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| New York Auto Show 
| Goes Pan-American 
As a timely theme for the 1940 National 

| Auto Show in Grand Central Palace, the 

show committee of the Automobile Manufac- 

turers Association has decided to stress the 
| part played by the automotive industry in 
maintaining friendly trade relations among 
the “good neighbors” of the Western hemi 
sphere. The decorative keynote, “A Salute 
to the Americas” was developed by Ivel 
Corporation, New York, to whom this con 
tract has been awarded for six consecutive 
seasons. 

For the period from October 12 to 20, 
Grand Central Palace will be transformed 
| into a glorified Latin-American patio, em 

blazoned with the flags of the twenty-one 
republics and Canada, and decorated with 
murals depicting the part played by auto 
motive equipment in the many peaceful pur- 
suits of agriculture and industry throughout 
the Americas. 


W. T. Reid Wins 
$200 Prize 

First prize of $200 in the display contest 
sponsored by American Viscose Corporation 
and Simplicity Pattern Company has been 
awarded to W. T. Reid, N. Snellenburg & 
Co., Philadelphia; second prize of $100 went 
to Alex Frank, Montgomery Ward & Co.. 
Walla Walla, Wash., and third prize of $50 
to Edward S. Arkow, Gimbel Brothers, Phil 
adelphia. Ray W. Parks, Leavitt Stores, 
Inc., Manchester, N. H., won the $30 fourth 
award. 

Ten dollars each went to the following 
Joseph F. Bronsing, Bry-Block Mercantil 
Corporation, Memphis; EF. H. Leeker, Stix, 
Baer & Fuller Company, St. Louis; Rich 
ard A. Staines, Vandever Dry Goods Com 
pany, Tulsa; Garwyn A. Lane, F. W. Uhl- 
man Company, Bryan, Ohio; Grady V. Har 
ris, Belk Leggett Company, Durham, N. C.; 
N. B. Nichols, J. N. Adam Company, But 
falo; George H. Wagner, J. L. Brandeis 
Company, Omaha; C. DD. MeClaughry, H 
C. Capwell Company, Oakland; Bert S 
Mikal, William D. Hardy & Co., Muskegon 
Mich; M. H. Luber, The Killian Company, 


Cedar Rapids. 


New Display Product 
Given Good Reception 

The Barkraft Company, 430 Paul Brown 
building, St. Louis, reports that its newly 
introduced simulated bark has been received 
with approbation by the display field, par 
ticularly by the delegates who saw it ex 
hibited at the International Association ot 
Display Men convention in Detroit recently 
The material is very versatile, its uses rang 
ing from interior settings to any display in 
which a reproduction of natural bark is de 
sired. Literature is available from the ad 
dress given above 








WINDOW DISPLAY 
MATERIAL 


BECKER SIGN SUPPLY CO. 
314 N. Eutaw St. Baitimore, Md. 
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PAPER 
DISPLAYS 


is based on 4 


points... 


1. ORIGINALITY 
2. COLOR 

3. ADAPTABILITY 
4. DURABILITY 


) 
Excexsior 


PAPER SPECIALTIES 
CO., INC. 





















Dept. D 


640 WEST 57th STREET, 
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DETROIT CONVENTION SUCCESSFUL 
FROM EVERY STANDPOINT 
[Continued from page 6] 
program continued with an address 
K. Woodruff, The Celluloid ( orpo- 
New York City, who spoke on 
Acetate for Displays.” Quite 
nature, the talk described the 
cellulose acetate in the plastic 
field and its adaptation more recently to 
problems of display, including everything 
from packaging to decorative display mate- 
rial and construction of point-of-sale units. 
The machining of this type of plastic, its 
fabrication, adaptability for screen process- 
and the like were discussed in 
description of a 


The 
by W. 
ration, 
“Cellulose 
technical in 
history ot 


ing, flocking, 
detail, in addition to a 
variety of special finishes for display pur- 
poses such as frosted or sand blast, artificial 
leather, silk, nail-head, and so forth. In 
conclusion, Woodruff said: “Taking the use 
of cellulose acetate as a whole for display 
honestly feel that the possibili- 
ties are unlimited. If the experiences and 
applications which have already been tested 
and proven successful during the past few 
years are any indication of the future for 
our types of materials, then we know that 
With materials 
as pliable in application as cellulose acetate, 


work, we 


we have really only started. 


the scope of possibilities expands even be- 
yond our imagination. With all its various 
forms and types of materials, cellulose ace- 
tate gives the choice of 
attractive materials handled 
in many different ways, either by themselves 
or in combination with other materials. The 
of handling and lighting are most ad- 
the color and 


designer a wide 


which can be 


ease 
vantageous, as well as color 
tone possibilities.” 

Monday’s session was brought to a close 
with an address by Joseph E. Hanson, man- 
ager of the sales promotion division, Na- 
tional Retail Dry Association, New 
York City, who said: “I really am here to- 
as an observer; I don't 
about display, but I do know good dis- 
play when I see it. I do know that display 
faces a very remarkable opportunity during 
the next few years and that the result will 
be exactly what make it. During the 
last forty-three years you have accomplished 


longer 


(;o0o0ds 


day know a great 


deal 


you 
fine things men are no 
window trimmers, you have built up recog- 
nition in the field of retailing and you are 
Promotion 


some you 


now display promotion men. 
that is your big job and its importance today 
is greater than ever before. 

“Several things now demand atten- 
tion. One is the consumer movement which 
now exists in this country; it is something 
to reckon with. The consumers are going 
to demand something from that they 
now demand from the advertising man—that 
is, more informative displays. It is going 
to develop a new display technique, for you 
are going to have to watch what the people 
demand and your success will be determined 
by how carefully you observe what is taking 
place and adapt yourself to changing condi 


your 


you 


tions. 

“Another thing which will have a great 
influence on displaymen is television. Tele- 
vision will demand the services of display 
men to a degree that you have never sus- 
pected, for this new development will re- 
quire the help of men who are experienced 
in planning settings which dramatize. 


DISPLAY WORLD 


“IT believe that it is essential for your 
organization to do more research—find out 
what the other fellow is doing, how he 
operates, costs, and so on. And I believe 
that this is a good time to sound a note 
of warning—there is a movement on foot to 
place men like art directors over the dis- 
play department. Such an idea is silly, for 
the displayman and the art director have 
entirely different functions. Display is the 
science of selling through the application of 
art and mechanics. Therefore, why put an 
art director over displaymen? Also bear 
in mind that too many display budgets are 
store’s volume. This is not 
going into an elaborate 
discussion on this subject, let me say that 
it is only another indication that you dis- 
playmen must be prepared to fight for recog- 
nition for what you want and need. There 
should be greater cooperation among you; 
you should have facts and figures which will 
guide you, accurate information on how to 
do a better job, and a way of interpreting to 
mean to your 


based on the 
right, but without 


retailers exactly what you 
stores. 

“All this leads to the fact that there is a 
movement toward affiliation between the 
I. A. D. M. and the N. R. D. G. A. Now 
our organization has no idea of encroaching 
on the display field, but we have been ap- 
proached on the subject and believe it would 
be a good thing for both of us if the I. A. 
ID. M. would like to join us. There are 
details to iron out, but they are relatively 
present no insurmountable ob- 
stacles. I would that we get to- 
gether and see if something can't be worked 
out to our mutual benefit and satisfaction.” 

The day’s activities concluded with a boat 
ride to Bob-Lo park, with dancing and en- 
tertainment en route. 

Charles E. 
Merchants Association, 
chairman of the Tuesday morning session, 
which had for its first speaker Carl V. 
Haecker, Montgomery Ward & Co., Chicago. 
Haecker told the audience, “Display is a 
very simple thing if the displayman will re- 
member that it means ‘forcing into notice.’ 
That means showing merchandise so that it 
But that alone is not all the problem 
They must sell display as 


simple and 
suggest 


soyd, secretary of the Retail 


Detroit, served as 


sells. 
for displaymen. 
Display, incidentally, is not coming 
it has been there for a long 
merchants are coming to realize 
that this is so. Just last week I heard Will 
Welber, president of Robertson Brothers, 
South Bend, tell the N. R. D. G. A. con- 
vention in Chicago that display does more 
for their than any other form of 
advertising—and they don't spend the kind 
of money on display that they do for adver- 
either. Consider this one point: if a 
merchant were compelled to choose between 
different 
but would make display the 
knows that 
merchandise he 


such. 
into its 
time and 


own 


store 


tising, 


of advertising, not a 
last he would 
when he stops 
might as well 


forms one 
do without; he 
displaying 
close the doors.” 

Haecker continued his address by con- 
structing an actual “display platform,” layer 
by laver, explaining each point as he pro- 
ceeded. The various stages were in the fol- 
lowing order: window display, interior dis- 
play, display architecture, display knowl- 
edge, display cooperation, friendship and 
teamwork, display experience, display en- 
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thusiasm, display courage, and charac 
He topped the pyramid with two flags, one 
signifying the local display club, and the 
other the I. A. D. M. 

The next speaker was Hugh Graham, 
graphic arts division, The Sherwin-Williams 
Company, whose subject was “Paper, the 
Versatile Display Medium.” He was 4s- 
sisted by Paul Stosburg in a demonstration 
of the uses of crepe paper in display, and 
similarly by Arthur Hardigan, using corru- 
gated paper in a variety of ways. Speaking 
specifically of foils, Graham said: “Foils are 
rolled from virgin metal in ingot form— 
some weighing 300 pounds. Continuous bat- 
teries of rolling mills reduce the gauge of 
the metal to various thicknesses as desired, 
Some foils are left in a natural bright fin- 
ish, while others are given a brush, ham- 
mered, or matte finish. Others are em- 
bossed with a design, sprayed with a fade- 
proof, transparent or enameled coating. The 
complete process is done by roller coating 
methods. Metallic foils add magic to dis- 
plays. They are light-proof, provide an ideal 
printing and lettering surface, denote qual- 
ity, add prestige to any product and attract 
the eye first, as well as holding the attention 
longer. Best of all is its economy. 

“My presentation would not be complete 
should I overlook the rapid strides being 
made in the embossing and printing indus- 
try. Imitation leathers, wood grains, fab- 
rics and texture surfaces present no great 
problem to paper converters today. Thanks 
to the progress made in the photographic 
and engraving fields, miraculous reproduc- 
tions are available to you displaymen at low 
cost. 

Joseph Apolinsky, Loveman, Joseph & 
Loeb, Birmingham, followed with a discus- 
sion of institutional displays. Well-known 
for his use of this type of presentation, 
Apolinsky showed examples of the institu- 
tional displays favored by his and 
told the delegates: “There are 
chants who are not able to see the advan- 
institutional 
Just because there is no merchandise shown, 
they feel they are not receiving 
turns from the space or windows devoted to 
However, I venture to say 
that the returns from these displays, pro- 
vided they are well planned and_ properly 
executed, are far greater than the returns 
from merchandise displays because institu- 
tional presentations sell the store—and when 
you sell the store you sell its merchandise, 
not only merchandise exhibited in the win- 
dows, but many other items carried within. 

I should like to add that in carrying out 
an elaborate institutional series of displays 
the complete cooperation of the publicity 


store, 
many mer- 


tage derived trom displays. 


any re- 


these displays. 


and display departments is most essential.” 
(Editor's note: A group of Apolinsky’s dis- 
plays ot this type, together with his com- 
plete talk, will appear in an early issue.) 


A luncheon for retailers was held Tues- 
day, with Joseph Hickey, president, Detroit 
Retailers, serving as chairman. The speaker 
was Steven J. Jay, vice-president, R. H. Fyte 
& Co., Detroit, who discussed “Training 
Youth for Display and Merchandising.” He 
said, in part, “Six million students will 
graduate from high school this year, and one 
and a quarter million from colleges. It 
becomes a problem for every responsible 
American to see that he does his or her 
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Give Your Displays 
oe LIFT with ! 


EATON 


GRASS MATS. 


Call your Display Jobber. 
“ss. for quick,delivery “ 


“ - 


EATON: BROTHERS CORP. 
HAMBURG, NEW YORK 


AMERICA'S LARGEST MANUFACTURER 
OF GRASS MATS 











YOUR COPY IS READY! 
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FALL AND CHRISTMAS 
DISPLAY MATERIALS 
CATALOG 


OF 


DISPLAY LEADERS 


@NEW DIMENSIONAL PLAQUES 
@NEW DISPLAY ENSEMBLES 
@NEW PROCESSED DISPLAYS 
@NEW ALL-OVER PRINTS 
@NEW ROLL MATERIALS 


Your Wholesaler Will Supply You 
Or Write To 


THE REYBURN MANUFACTURING CO.,INC. 
DEPT. DW. 
ALLEGHENY AVE. AT 32nd ST. 
PHILADELPHIA, PA. 











10!4 N. Harlem Ave. 


NEW CARPETS for OLD 


Use DY-O-RUG to renew or re-color worn or 
faded carpets, overnight without removing 
from the floor. @Perfect for use with air-gun or 


re-coloring Draperies. @All colors and black. 


For complete information and sample (color 
selected should be same as in present carpet, 
or darker) write 


HELMS CHEMICAL COMPANY 


River Forest, Ill. 
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share in seeing that this great mass of youth 
will have its desired place in business and 
social life... . There is a divine spark that 
makes stand out others. It is 
this type that we are aiter in our desire to 
make or mould an individual into our line ot 
work. We can create enough positions in 
the retail world to take up this type of indi- 
vidual. Youth must 
ship, and with proper training by interested 


some aboy e 


serve its apprentice- 
displaymen or merchants, can be developed 
into a success. ... So, if the opportunity 
is with you to train a displayman or a sales 
man, try and build in him a personality you 
will be proud of, this find the 
joy ot country and 
fellow-man.” 

The Tuesday aiternoon began 
with Harvey Campbell, vice-president, De- 
troit Board of Commerce, in the chair. He 
introduced W. R. Hutz, Rohm & Haas Com- 
pany, Philadelphia, who spoke on “Acrylic 
Plastic Developments.” After discussing the 
of acrylic resin plastics, Hutz told 


and in way 


serving your your 


meeting 


history 
something of the manufacture 
“The chemical name for the 


and care ot 


such material. 


chief constituents of Plexiglas and Lucite 
in the form as used in your industry 1s 
methyl methacrylate. At one stage of its 


material is as liquid as 
this liquid ma 
terial being made from petroleum, coal, air, 
and raw materials. The 
liquid is poured into moulds and the sheets 


this 
water at room temperature 


manufacture, 


water as basic 
and rods used in display fixtures are cast in 
this manner. 

“The 


pends on keeping the surface of the material 


appearance of these fixtures de- 
tree of dust and scratches which will affect 
lowering their ef- 

One of the 
material is to 


its transparency, thereby 
display 
to give 


fectiveness as pieces. 
treatments this 
apply a thin surface film of ordinary furni 
protects the sur 


best 


ture wax, which not only 
face from harm, but goes a long way toward 
covering up and making invisible any minot 
imperfections or scratches that may already 
In rubbing on this wax 
coating, | to point out that a 
static electric charge is very often built up 
within the material will attract dust 
from the air and cause it to adhere to the 


be on the surface. 
should like 
which 


surface—thus making the fixture look as if 
it never had The best 
to avoid this condition is to wipe the mate- 
rial with a after 
cleaning, removing static charge and prevent- 


been cleaned. way 


damp cloth or chamois 

ing rapid accumulation of surface dust.” 
The next was Herschel Lutes, 
merchandise The J. L 


speaker 


manager, Hudson 


Company, Detroit. Extracts trom his ad- 
dress follow: “The greater the cooperation 
between the display and merchandise divi 
sions, the better the success of both. Under 


work 


have 


should they indepen- 
dently, both 
offer each other in their common task. After 


all, whether displaymen or merchandise men, 


no conditions 


because sides much to 
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THE WOLD AIR BRUSH 
MANUFACTURING CO. 


2173 North California Ave. 
CHICAGO - - ILLINOIS 
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GLORIFY HOSIERY 


FATRY FORMS 
ability to display hosiery 
and with an exotic appeal. 
stockings as luringly as the purchaser 
them to be 


have an exclusive 
glamorously 
They show 
she wears 


expects when 


them. 


The model shown above is one of the 
Fairy Proportioned Forms. It has all 
the outstanding features of the Fairy 
Tip Toe Form, with the added advant- 
age of a higher top which displays the 
full length of the stocking. — It 
the full design of the beautiful welts 
now used on modern hosiery 


shows 


This model is available in three exclu- 
Glamour-Glo, 
and Transparent. It 1s 
lightweight, resilient, and 
May be used alone and can be purchased 
as the first unit in a proportioned set 


sive Fairy Form etfects 
Neutra-Tone, 
washable. 


Try one of these beautifully modeled 
forms and watch how its display appeal 
will build your hosiery sales. 


Write today for 
complete catalog No. 60 


SHOE FORM CO. Inc. 
AUBURN, N. Y. 
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we should realize that the principal job of | similar number agreed that three my 


. each is to sell more merchandise. The mer- time should be allowed for the prepar 
= -_ chandise division should give display people of big promotions. There was ge 
more technical information—more of the agreement that the two world’s fairs | 


historical and romantic angles of the mer- good influence on display in general. 
R fl t Lam Holder chandise, more selling points... . In our half the displaymen present said that 
€ ec or p own store, we feel that the number of sales are sent on occasional trips to inspect 
: we can make on any given item is almost in is being done in display by other  s: 
direct proportion to the emphasis we give while three-fourths signified that they 
it in our display... . Few displaymen or the entries in the annual photo « 
merchandisers realize the customer's timid- sponsored by the I. A. D. M. A ma 
ity in asking about the use or purpose of a indicated that they coordinate display 
new item or article. Any display must not with those of the advertising depart 
only give the ‘reason why’ for the merchan- and about the same number use di 
dise, but it must also explain by presentation aids furnished them by manufacturers 
or by sign the exact use of the new article.” of the displaymen were in favor of 1 
(Editor's note: Lute’s compiete address will ple presentation for one type of merchan- 
appear in an early issue.) dise, stating that this method results in 
Everett W. Quintrell, The Elder & John- more sales. Sixty per cent study display 
ston Company, Dayton, turned the tables by and retail journals regularly. A_ relativel 
propounding a series of display questions small group use fluorescent lighting in their 


s 
Adjustable to any angle or and calling on individuals for replies. The | windows, but about half of those queried us¢ 


Rene. : : ‘ majority of those present agreed that all fluorescent illumination for certain parts of 
direction by tightening one wing screw. Sets ; : ; : i pas ‘ 
display themes should have a dramatic pres- the interior. About 75 per cent favor tie-in 


wit entation, also that fewer items in a display of displays with local events, and about the 
to wall—ceiling—or outlet box. Even when catch and hold the attention better than a same percentage lean toward bigger bud 


holder is setting on shelf light can be di- great number. Fifty per cent indicated that gets and larger display staffs. 
rected downward. Small, compact. Finished they check their displays for results, and a Albert Bliss, president, Bliss Display Cor 


on floor—-shelf—wall case. Can be attached 


in rich brown and _ nickel. 


cena. apt a The DISPLAY PARADE by Anthony Brinker 


foot cord and plug. Lamp sm. a 
not included. Just the thing from your wr. unt cpames Gs “\ Ce 





for spot- or flood-lighting dis- — of ‘ f WY ~AWILL NEED ALL 


plays with Reflector Lamps. or postpaid v4 ’ accessories! 


STERLING REFLECTOR CO. 


1429 West Hubbard St. Chicago, Ill. 


PORTUGAL 2 
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Do You Use 
Silk Screen Processing? 


Get outstanding effects with 


RO NAN Superfine 
xX SPENT SUMMERS OF 


ee’, Oe ee & ' & . ee 
SCREEN PROCESS PAINT (<< SRG YN eam WES) Serie 
You'll k h brilliant d § i Bt 
ttt ttc ane car et . 4 ~~ i a 


how easy, smooth and economical to By acer DESIGNED Nias : INTERIORS ANO ViRIDOWS OF A 
work with ... until you use Ronan THE SETS AND COSTUMES aoe §) — TRAVELED 
Screen Process Paint 7 For years the FOR THE IRVING BERLIN i : ry a cee See SEA 


standard and favorite among Amer- PURCHASE “.__.- 4 a ' FREIGHTER! 
ica’s leading commercial shops. Ex- A ‘/ &§ AS — 
cellent coverage and hiding power— ce me 1 RA! hy A ) 
non-clogging with the finest screen— A q gy 3 , oe Mages YORK N’ 
dry quickly to a rich, velvety finish. = 4 WG 4" \_ STUDY ART! 
Full range of colors. THIS” 2 *, ‘ ol F 


Ronan Screen Process Paints are sold TOM mt | a 

by distributors everywhere. WRITE \ tie 

us for new, detailed color card and ya? 

prices. - 
DISPLAY DIRECTOR, “3%. 

T.J.RONAN CO.,INC. | BONWIT TELLER, 5S 


FIFTH AVE —— ——— RICA, IO09_. AGE OF SEVEN, 

” LY MOVED TO SOUTHERN BRAZIL WHERE Tom 

749 E. 135th St. NEW YORK CITY ATTENDED PORTUGUESE SCHOOLS_ ONE YEAR red 
NOTTINGHAM, ENGLAND_ LATER TO RUTLAND, VT; HE 


New York City Cc Pig, oa GRADUATED AT AGE OF 16, VERMONT ACADEMY. -..- 
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Sell With MOTION 


If you want to sell displays ... animate them. 
Add to their selling power with motion—motion 
that forces attention, that tells more, that dem- 
onstrates, emphasizes, stages and explains. . . 
that assures larger audiences, better spots and 
longer showings. 

Speed Way is Animation Headquarters 

For the manufacturers of displays, SpeedWay 

provides: 

(1) An extensive line of dependable 110v back 
geared, flea powered display motors and 
mechanisms. 

(2) 110v animation units (pendulum units) as 
low as 50c each in quantities. 

(3) A complete line of electric display turn- 
tables (skeleton or housed, 2 lbs. to 500 lbs. 
capacities). 

(4) Free Technical Service to display men. 
SpeedWay animation experts work out the 
most practical way to obtain specific mo- 
tions, speeds, synchronization, packaging, 
etc. 





Animation makes displays easy to 
sell . . . makes them profitable to 
buy. Write for new Animation 
Manual and Motor and Turntable 
Catalog Sheets. 


SpeedWay Mig. Co. 
1839 S. 52nd Ave. 
Cicero, Ill. 





CUTS THE COST OF 
ALL CUTOUT WORK 


For Stores—Sign Shops—Dis- 
play Studios—Theatres— 
National Advertisers 


Write for Informat‘on Today 


INTERNATIONAL REGISTER CO. 


13 S. Throop St. Chicago, IIl. 
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poration, New York City, pointed out dis- 
play essentials and then showed their prac- 
tical application. 
pears elsewhere in this tissue. 

Captain H. Ledyard 
advertising 
Plate Glass 
the many 
accompanying his 
the use of 
ent-day retailing. 

C. M. Cutler, 
Cleveland, followed 
Sales with Lighted Displays.” 
first important 
said, “is to make merchandise 
easy to see, attractive to look at, 
to buy—and you will note that good lighting 
is a vital factor in three out of four of these 
In considering the relation of light- 
ing to store traffic control, Cutler 
results of a test made by an Ohio firm. Be 


His complete address ap- 


director of 
Pittsburgh 


discussed 


Towle, 
creative design, 
Pittsburgh, 
glass to display, 


and 
Company, 
applications of 
talk with 
glass in different 


slides show ing 


forms in pres- 


Klectric Company, 
talk on “Plus 

“One of the 
retailing,” he 
to find, 
and eas\ 


General 
with a 


elements in 
eas) 


points.” 
gave the 
fore a change in lighting was made, it was 
found that 32 per cent of all shoppers turned 
to the left upon entering the store, 19 per 
cent to the right, and 49 per 
straight ahead. But slight 
lighting system diverted the 
26 per cent lett, 31 per cent right, and 43 
per cent straight ahead. Cutler 

cussed the part lighting can play in cutting 


cent went 
changes in the 


trafhe flow into 
also dis 


down on the returns evil, many of the pre 


dominant: reasons for returning merchandise 


being due to factors directly influenced by 
Another 


his talk was shopper 


element 
attention, 
attention, 


lighting. merchandising 
covered by 
which he classified as 
involuntary 


tention. He 


voluntary 
attention, and spontaneous at- 
part light has in 


directing attention to points where the 


showed the 
mer 
chant or displayman desires it to go. Cut 
ler concluded with a demonstration of black 
light, light, specifie ap 
plications to display problems, and the like. 
Masterson, 


blending of colored 


being assisted by C. T. also of 
General Electric. 

\ number of the 
a tour through the 


WWJ on 


enjoyed an 


delegates participated in 
studios of radio station 
while the 


Statlet 


rest 


ball 


Tuesdav evening, 


“open house” in the 
room. 

Frank EF. Whitelam, The R. H 
Detroit, » Wednes 
day morning session. He introduced George 
Wheelwright, The Polaroid 
Cambridge, Mass.., spoke on “The 
Application of Polaroid to the Display 
Field.” After Polaroid light 
control sheet as a film, 
slightly cellophane, 
comhs out and 
the light that 
scribing some of its many applications in 
Wheelwright 


brilliant 


Fyfe Com 
pany, was chairman of the 
Corporation, 
who 


describing the 
“cellulosic resem 


bling darkened which 


rearranges the vibrations of 
through it.” and de 


Ppass¢ Ss 


diverse industries, said: “lo 


the displayman, it offers a working 
medium— Polaroid 
sav that the 
material like cellophane 
alters the nature of the 
light between the two. ... It can readily be 
that such 
light cert 
that the 
magnificent colors 
Different 
different posi 


color Let it suffice to 


insertion of a doubly-retracting 
between two Polat 
oid discs polarized 
demonstrated interference — re 
moves from white ain spectral com 
with the 


cellophane 


colorless 
that 
numbers 


ponents result 
assumes 
are the envy of artists. 
lavers, and the 


field 


color S 


of cellophane 
occupy in. the between the 


different 


tions they 


dises, produce resembling 
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“Its amazing!” “Its astounding!” 
just what I’ve been looking for!’ 


Everyone is talking about the striking 
display qualities of FLEXIT, the 
wonder paneling. It can be shaped by 
hand into dozens of functional curves 

and the curves stay in! 4 feet wide 
by 8 feet high. Leather-grained, wash- 
able surface. Eleven colors. Economi- 
cal. Write today for complete details 
and a copy of our 24-page Fall booklet. 


10 E. Kinzie St. Chicago, LH. 
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New! 


Sensational! 


72” NU-CURVE 






































classic 


Wide, 


extra height 


I's a hit! graceful flutings 


Grecian beauty a full six foot 
no wonder Nu-Curve is winning preferred 


place in the swankiest settings. 


Use Nu-Curve vertically or horizontally for a 
world of new effects. Its rigidity saves instal- 
lation time—eight distinctive colors in satin- 
smooth surface plus 12 additional colors meet 


every display need. 


Try Nu-Curve and discover its display possi- 
bilities. You'll admire its beauty and will find 
it a time-saving, prestige-building display aid. 


Write for samples and color swatch. 


DISPLAY GUIDE 


and Christmas dis- 
Write 


Copy. 


NEW! 


Full of new 


FREE! 
Fall 
play ideas and 


DEPT. D-7 for 


materials. 
your Free 


SHERMAN PAPER PRODUCTS 


CORPORATION 
NEWTON UPPER FALLS MASSACHUSETTS 
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the rare colors found on the wings of a 
butterfly, like the breath-taking color ef- 
fects produced by oil spots on clear water. 
are different from any 
other that are produced by dyes, 
paints, or pigments. Polaroid colors can be 
thought of as white light minus one color; 
this leaves the onlooker with the net effect 
of beautifully colored light in patterns de- 


“Polaroid colors 


cc rl ITS 


signed according to desired specifications. 
Every color that appears anywhere in a 
Polaroid display must blend—and this can 
be proven mathematically—with every other 
color that appears there. The color machines 
produce one color at one moment and then 
its exact complement at another. This can 
not be duplicated by any other art or display 
medium. 

“It is interesting to note that anyone can 
produce attractive Polaroid colors by insert- 
ing cellophane sheets in a field of polarized 
light. However, only those who are expe- 
rienced with this medium can produce the 
colors in You will note 
from these displays that it is not only pos- 
sible to change the colors but also to pro- 
motion. Design elements 


desired designs. 


duce convincing 
can be made to disappear, to flow like run- 
ning water, or to contract and expand as 
desired. Color displays of this type have 
been produced in sizes ranging from 6 inches 
one dimension. A number of 
machines for 


to 36 feet in 
standard size, motor-driven 
illuminating and change of colors are now 
available to the display field, just as card- 
board and plywood or other materials are 
available.” 

Next on the program 
gaard, president, W. L. 
Inc., Chicago. He 


was W. L. Stens- 
Stensgaard & Asso- 
ciates, brief, 
“Your store management orders you to keep 
abreast of all new developments, but you 
probably don't do a particularly good job 
of selling management on what 
How can sell the boss? By talking 
about people and which are the 
terms in which he thinks—his common de- 
nominator; he wants traffic within the store, 
for traffic means money being spent; it is 
the life-blood of retailing. Make a= study 
of how you can bring more people into the 


said, in 


goes on. 
you 
money, 


store and how you can get them to spend 
more money once they are inside. You can 
do this by display, but don’t think purely 
in terms of display; let the boss know that 
you are not forgetting merchandise. Your 
displays must be designed to overcome hu- 
man inertia, and this can be done by having 
consistently displays 
both in the window and interior. Next you 
must realize the tremendous amount of com- 
There is 
where the displayman enjoys a distinct ad- 
vantage—he is not too close to the 
he is far enough from the other departments 
so that he can observe what is going on in 
the store. He should be able to suggest 
ways of appealing to the emotions of the 
shopper, or in improvement in that appeal, 
which in turn means more customer dollars 
for the store.” 


‘good showmanship’ 


petition for the customer's dollar. 


scene ; 


Stensgaard’s talk was followed by his 
presentation of three-dimensional color pic- 
tures, projected on a and viewed 
through special Polaroid glasses. 

W. M. Gardner, Gardner Displays, Pitts- 
burgh, was the next speaker. He was 
Hanked on the platform by two mechanical 


screen 
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heads known as “Bob” and “Jim,” who 
ticipated via recordings in the talk 

“Gadgets Become Display.” Of particu 
interest in the discussion was that part 

voted to a new type of soft rubber kn 
as “Foamflex,’ which the Gardner comp: 
is using for a number of display purpos 
Among the devices demonstrated wer 
seal and an eagle made of “Foamflex,” \ 
startlingly life-like appearance and anit 
tion. 

The program continued with a short tal 
and demonstration by J. M. Jones, sa 
manager, Walker & Co., Detroit, who ad- 
vised the use of “Zeon” fluorescent lighting 
in window display. He particularly recom- 
mended the installation of a complete bat- 
tery of different colored tubes for each win- 
dow, the total illumination adding up to the 
equivalent of daylight; individual 
would then be available as 
for any given merchandise, he said. 
demonstrated a fixture containing six dif- 
ferently colored fluorescent tubes, showing 
how single or mixed appeared on 
different fabrics. 

A luncheon for display manufacturers was 
held Wednesday noon, with Arnold Abrams, 
Adler-Jones Company, Chicago, as chair- 
man. The speakers were Frank G. Bingham, 
Robertson Brothers, South Bend, and Nathan 
Silverblatt, secretary, DISPLAY WORLD. 
Bingham spoke on cooperation 
manufacturer and displayman, stressing the 
fact that the former should make a greater 
effort to understand the displayman’s prob- 
lems, with more attention given to coordi- 
nation with important style and fashion pro- 
motions in their display productions. He 
added that display manufacturers could 
build up a world ot good will among dis- 
playmen and retailers by not being content 
simply with selling the display material for 
a certain promotion, but by following 
through to see exactly how well the mate- 
rial served its particular purpose. 

Silverblatt said: “Compared with the mass 
consumption of raw materials in industry, 
we must recognize that display is a re- 
stricted field which definitely establishes it 
And the marketing of spe- 
variance with the 
methods for products in_ the 
mass consumption fields. The channels for 
distribution are more limited, sales volume 
per outlet is smaller, and overhead expense 
per dollar of sales is necessarily higher... . 
There is need of a sound understanding of 
these problems by those who are engaged 
in the display business, referring of course 
to the distributors and converters of display 
goods of every kind. If we can accept the 
premise that there is a lack of understand- 
ing of primary conditions, then we must 
come to the point of asking how best can 
this job of trade information be passed on 
to the various display factors. The answer 
is a simple one: cooperation either through 
formal organization or voluntary confer- 
ences through the leadership of a few of the 
foremost men in the industry. 

“Through cooperation much good can 
come. I hope that before you leave this 
convention you will lay the foundation tor 
such cooperative effort. Let’s bring the dis- 
play industry to maturity so that with wis- 
dom and understanding it will command the 
greater respect of your customers. The job 


lighting 
colors desired 


Jones 


colors 


between 


as a specialty. 
cialties is entirely at 
distribution [ 
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js yours. What you do and how you do it 
will be a measure of your sincerity in seek- 
ing new and better conditions and_ better 
opportunities adequately to serve display. 
_,. There are many tasks that present them- 
selves, but you need only tackle the most 
vexing, of which I might mention price sta- 
bilization, credit reporting, and trade prac- 
tices. Tackle this work if you want im- 
proved conditions and bear in mind that the 
investment in thought and energy you make 
towards this end will bring its reward.” 

With the opening of the Wednesday after- 
noon session, W. H. Grover, basement dis- 
play director, The J. L. Hudson Company, 
Detroit, took the chair. After a short talk 
on the type of work handled by his unique 
department, he introduced R. C. Kash, edi- 
tor, DISPLAY WORLD, who spoke on 
“The Display Budget.” Divided into three 
sections, this talk first dealt with a budget 
survey made by the publication, then out- 
lined four methods currently used to estab- 
lish display budgets—with a recommenda- 
tion of one, and concluded with a discussion 
of the presentation of budget plans to store 
management. 

He said, in part: “Although several dozen 
responses were received to our question- 
naire on display budgets, these are not re- 
garded as sufficient for definite conclusions 
to be drawn. They do, however, indicate 
that display appropriations continue their 
upward trend; that the favored method otf 
setting up a budget is by estimating the job 
to be done by the display department in the 
store's promotion plans; that % of 1 per 
cent represents the relation of the display 
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budget to total sales in most stores; and 
that most displaymen believe their budgets 
to be in line with those in other stores of a 
comparable classification.” 

Kash outlined tour methods used in es- 
tablishing display budgets. They are (1) 
basing the amount on an arbitrary percent- 
age of the total annual sales; (2) basing 
the amount on a certain percentage of the 
total publicity fund; (3) setting the figure 
at what the management teels should be 
spent, rather than on what might be neces- 
sary to do the job right; (4) the “task” 
method, whereby the anticipated job display 
is to do during the fiscal period is studied 
caretully and the appropriation necessary 
for a thorough job is made. In recommend- 
ing the fourth way the speaker said: “Where 
the period to be considered is for a rela- 
tively short time—say three months—such 
a program can be extremely flexible and 
varied to meet changing conditions as they 
arise. When we combine with this a basic 
budget based on past performance we have 
an ideal set-up. 

“In other words, we establish a base bud- 
get from a percentage of the yearly volume 
to cover normal operations, and to this is 
added a ‘task’ budget designed to take care 
of the promotional selling job the display 
department is to do. Thus normal opera- 
tions are not affected by special promotions 
that come up from time to time; each 1s 
automatically provided for.” 

In discussing ways of presenting budget 
plans to management, he said: “You are 
accustomed to thinking in terms of drama in 
[Continued on page 47] 
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Natural Tree Bark 


Cut From Trees 


1) THE REAL THING! 
(Not imitation.) 
Beautiful sheets 18 
inches wide, 8 feet 
high. Peeled from 
giant trees and pre- 
served in its nat- 
ural beauty. 


Packed 4 sheets to 
a carton. 


$2.50 


a sheet 
F. O. B. Cincinnati 


120 g—— 


Order today while 
| our supply lasts. 
| Only a limited num- 
y ber of sheets avail- 

able. 





< 18Inches ~ 


GENERAL DISPLAY CORP. 


CAREW TOWER CINCINNATI, OHIO 











PETAL 
DESIGNS 
10 Colors 

Rolls 26” x 25’ 


FESTOON 

DESIGN 

10 Colors 
Rolls 26” x 25’ 


NUQUILT DESIGN 
10 Colors — Rolls 
26"’ x 25‘ — Also 2 
tone combinations 
— Rolls 26’ x 20’. 


26” x 20’. 













LEAF DESIGN 
Beautiful Brown 
and Copper tones 
on richly em- 
bossed 15 Pt. Foil 
Material — Rolls 


RICH! DARING! DIFFERENT! 


QUILTFOILS 


FOR FALL DISPLAYS 
Heavy Foil Paper with Puffed Embossings 


Smart distinctive designs in 10 Brilliant Colors 
. . » Silver, Gold, Copper, Red, Blue, Green, 
Light Blue, Light Green, Orchid and Burnt 


Orange. $4.50 per roll. 


QUILTFOILS are sure to add a richness to 
One of the most interesting 
display materials we've ever offered. This 
practical and ingenious number is ideal for 
backgrounds, panels, flooring, show cases and 
innumerable other display uses. Order sample 


any setting. 


roll TODAY! 









Complete Line of Display Fabrics & Accessories 


NEW YORK—130 WEST 46th STREET 


Chicago St. Louis Los Angeles 


6 E. Lake St. 915 Olive St. 819 Santee St. 


“The House of Service” 


San Francisco 
830 Market St. 































Brand New! GRAPE QUILTFOIL. 
Embossed on Heavy Foil Paper. 
In Rolls 26” x 8 yds. long. Copper, 
Blue, Green. $6 per roll. 
































a HIT’: 


VISITORS TO THE DETROIT 
SHOW WERE AMAZED BY 
BARKRAFT'S VERSATILITY 
AND TRUE-TO-NATURE 
REALISM. SIDE BY SIDE 
WITH NATURAL WOOD, 
YOU CANNOT TELL . 








iY 





NEW! SENSATIONAL! 


BARKRAFT opens new and excit- 
ing fields in all commercial and 


decorating work. Write today! 


435 PAUL BROWN BLDG. 
ST. LOUIS, MO. 








CORONET 
MANNEQUINS 


at $97.50 ea. 


THE HIT 


at the 
DETROIT 
CONVENTION 


Write for Catalog 
See Our Salesmen 


THE DISPLAY 
EQUIPMENT CORP. 


147 West 37th St 
New York City 





@Please Mention DISPLAY WORLD When 
Writing Advertisers 


DISPLAY WORLD 


MANHATTAN DISPLAYS INSPIRED 
BY SEASON AND PATRIOTISM 
[Continued from page 9] 


displays that 
relation to the 


secondary 
have any 


for accessories or 
may or may not 
main theme. 

In the treatment of the large windows, an 
illusion of greater depth is created by em- 
ploying dark or neutral background colors. 
fabric 
walls, 
drawn 


Permanent draperies of neutral beige 
weave form the 
demands can be 


in a herringbone side 
or if the 
together in a continuous backdrop. The 
also equipped with valances for 
their height to create more 
these being kept out of 
Lighting is handled 
which can be 
greatly 


occasion 
win- 
dows are 
cutting down 
intimate effects, 
sight when not in use. 
trolley arrangement 
raised and lowered by cranking, 
simplifying changes of color or making pos- 
theatrical effects with 
and effort. 


by a 


sible varied novel or 


waste time 


advantages 


a minimum of 

As though these 
that a display manager's heart could desire, 
addition equipped for 
emanates 


were not all 


the windows are in 
sound and 
from 
forming the 
grilles also serving the 


sound 
within the 
extension windows, 


motion. The 


victrolas concealed grilles 
hases of the 
these double purpose 
of drawing in the 
the air conditioning 


windows at the 


outside air as a part of 


system. The large 


extreme ends are equipped 


with turntables concealed be- 


neath the 
The first 
Hanlon for the 
windows utilized both sound 
a practical demon 


permanent 
floor 
created by 


series of display s 


unveiling of these rejuve 


nated and mo 
addition was 
unlimited 
height and 
hitherto 
bought a 
enlarged on in 


tion and in 


stration of the possibilities for 
unusual 
effects 
just 
theme, 


employing the propor 


dramatic never at 


“We've 


was the 


tions in 
tempted. place in 
the country” 
each window under such pridetul sub-head 
ings as “Our Boat Club’—"Our 
“Our Garden” — Our Summer 
“Our Pool.” In the 
quin perched on a tall 


Terrace” 
Theatre” - 
garden scene a manne 
ladder, 
erowing 
full win 
little ducks operated 
concealed turntable circled round and 
round the floor \t the other 
the stretch, “Our Boat Club” was drama 
tized with a tall ladder leading to the end 
little bobbed 
around on the floor 
recent 
July 


exuberant heading, “It's a 


white reach 


ing tor giant red plaster apples 


from a branch extending from the 


dow height. Amusing 
by the 
end of 


2Tass 


of the pier while sailboats 


around and sanded 
were the 


Fourth of 


spectac ulai 
four-day 


even more 
displays hailing the 
week-end with tl 
Holiday,” and 
park thrills such 

“Travel Light As Air” 


vacationists 


dramatizing gala amusement 


as the roller coaster 


was Benwit 
advice to departing 
Street stretch 


(Travel Wardre he \dvise 


ac ks you 


windows of the 56th 


Sally Dickason 
borrows alt technique. — | 


hageage 
wardrobe for plane or train 


Weighing Only 40 Pounds.” To 


compact lightness 


a complete 
travel . 
demonstrate the of thes 


specially selected wardrobes, Display Direc 
presented them in transparent, 
that 


benetit 


tor Tom Lee 


almost ethereal pieces of luggage seem 


to float buovantly in the air without 


wires which support them, or just on 


off into flight 


ot the 


the verge of taking 





PHOTOGRAPHIC ENLARGEMENTS 


BLOWUPS 


From photographs or printed matter. For w 
dow and counter display. Mounted or unmount. 4. 


NEW YORK SOLAR PRINT Co. 


736 BROADWAY NEW YORK Cliry 














FLASHING 


Revolving Displays 
Lumiline and Fluorescent Lighting 
Turntables 5 to 500 Pounds 


Literature on Request 


M. MOISTER & CO. 
2nd & Bristol Sts., Phila., Pa. 


GLASS SILK (SPUN GLASS) 
Beautiful Waterfall, Ice and Snow Effects, Motio: 
Displays with and without Colorful Lighting, Pure 
White and Colors—Fireproof and Verminproof 

When you attend the New York World’s Fair 
be sure to see display in our New York office. 
If Your Jobber Does Not Handle 

GLASS SILK Order Direct . 
Manufactured by FRIEDRICH & DIMMOCK 
Factory: Millville, N. J. 
Sales Office: 7 East 42nd St., tie York 


SHOW CASES 


FOR EVERY PURPOSE 
State Your Needs and Ask for Catalog 


Detroit Show Case Co., Detroit, Mich. 




















You spend _ good 
money for adver 
tising cutouts or 


ARDBOARD 
»» EASELS jee tsc 


is economy to use the Stand Pat Easel, with 
special lock feature which insures it against fall 
ing down and relieves the strain the ordinary 
easel encounters. The Stand Pat Easel will out 
live your display card. Write for samples today 


Stand Pat Easel Corp., 66-72 Canal St., Lyons, N.Y. 














Birds and Animals 


For 


Window Displays 


Also Glass Eyes for Manikins, Animals and Birds 


Schoepfer Taxidermy Studio 


1200 Broadway at 29th St. New York City 


TRAPHAGEN FOR RESULTS! 
High-salaried, tascinating profession Unl 
OPPORTUNITIES. Demand for workers traine 
in Fashion, Interior, and Counter Display by Tra} 
hagen School. Register now for Day, Evening or 
Saturday classes. Write, phone Co. 5-2077 for Cir. 62. 


THE TRAPHAGEN SCHOOL 
1680 Broadway (52d St.), New York City 


HEXCHROME 
COLOR-IN-MOTION 
LIGHTING 


Your Dealer or 


GoldE Mig. Co, 


1214 W. Madison St. 
Chicago, II. 


THE “REVOLVING SALESMAN” 
AC DISPLAY TURNTABLES 


Noiseless—Inexpensive 
Write for Details 


WOERNER ADV. & MFG. CO. 


BELLEVILLE, N. J. 
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THINK THIS OVER 
[Continued from page 35] 

Solomon R. Guggenheim Foundation’s 
“Art of Tomorrow,” plus his interesting bat- 
tery of window displays, gave every display- 
man something to think about for many 
moons. . . . Cellulose acetate was repeated 
so many times by a speaker it became like 
an electric sign before my eyes. . Joseph 
Ek. Hanson, N. R. D. G. A. sales promotion 
manager, Was next on the program and he 
called for a seventh inning stretch .. . and 
did everybody stretch. George Wagner, 
Omaha, wore a “Chicago Next” badge be 
cause he probably could see himself as con 
vention chairman if the convention went to 
Omaha—and the chairmanship is always a 
hig jug tull of grief. ... George Hermanson, 
president of the Chicago Display Club, likes 
eriet and handles it like a ping-pong ball 

the great Wilson, display manager ot 
Horder’s, Inc., predicted a Chicago conven- 
tion on Sunday and wanted to bet me 1,000 
envelopes ... his business is stationery, with 
stores all over the loop ... atter seeing 
that blonde from Chicago handing out flow 
ers—with nobody looking at the flowers—I 
couldn’t see myself getting those envelopes. 

Bob-Lo Park, a part of Canada, was 
alert for fifth columnists when the boat 
landed after a windy, rainy ride... one 
smart talker was sent back to the boat 
Ganger and Patton, a couple of Hoosiers, 
took the airplane ride at the park .. . it 
was a daring feat with Canada at war—but 
the plane was an amusement park model. 
... Dick Staines, I. A. D. M. treasurer, kept 
warm on the way back from the boat ride by 
talking Spanish ... when Dick gets excited 
about I. A. D. M. affairs a knowledge of 
Spanish would come in handy to all mem 
bers of the board of directors. . 2. Joe 
Bronsing has five members of his display 
staff in the I. A. D. M....a record no one 
else can even approach Ray Parks, first 
ice-president, doesn't sav much, but what 
e thinks about the I. A. D. M. and display’s 


advancement would fill an interesting book 


Carl Haecker’s address on Tuesday 
leserved the thunderous applause it re 


ceived . . In fact, the only person who 
doesn't applaud Haecker when he = speaks 
is Haecker himself... . Joe Apolinsky’s talk 


on “Institutional Displays” was greatly en 
joyed Joe has done something, not only 
lor his store, but for his city and state that 
vill long be remembered and carried on by 
progressive retail institutions. . . . Georg 
Westerman, display director, Commonwealth 
Southern Corporation, Jackson, Mich., tor 
mer I. A. D. M. president, was perhaps 
lore interested in the Republican conven 
l Wendell 
Willkie was George’s boss and close friend 
11 elected in November Willkie will 
Perhaps be the most display-minded_ presi 
ent ever to enter the White House. 
eorge Wheelwright, Polaroid Corporation, 


ion than any other person 


ambridge, Mass., gave the most simplified 
xplanation of Polaroid we've ever heard 
re was an expert talking in plain terms, 


uch is rare. Stensgaard’s three-dimen 
S101 pictures hit you right in the face 

‘ept your eve as well as your mind on 
Polaroid... . C. M. Cutler's demonstration 


iting was inspiring, to say the least 


is initials and telephone numbers on 
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his shirt, seen only with black light, brought 
a hearty laugh. one good, short demon 
stration always is better than three drawn 
out ones ... the six-months voting clause 
which was used during the period of $1 a 
month membership era kept the Detroit club 
from voting this clause was eliminated, 
according to Chairman Hiffman of the 
board in a speech before the Chicago club 
in June, 1938 . . . two vears later we still 
have it in our by-laws .. . the board ot 
directors should acquaint themselves with 
the by-laws and eliminate these obsolete 
technicalities sad expression hit Roland 
Spies’ face when Chicago was announced 
as the next convention city .. he ts the 
veteran St. Louis convention boostet 


Kansas City men were also disappointed, 


according to H. S. Grider, Kansas City 
Power and Light Company. lo the 
victor, Chicago, congratulations! . . . to 


the losing cities, better luck next vear.... 
Karl Thompson, Madison, Wis., will long 
remember the convention hotel service 

he was tired and ordered two hamburgers 
and a bottle of beer sent to his room—cost 
ing him exactly $2.10. . . . Gene Turner. 
\tlanta’s gifted men’s wear executive, hal 


the loudest check coat seen in these parts 


for many moons.... W. L. Wardrip, Wash 
ington, D. C., has what it takes to get a 
good job in’ Hollywood .. Ollie James, 
Wiebolts, [vanston, must be a weather 
prophet... he had a topcoat on the boat 
trip big hearted, he let one of the 


shivering ladies have it .. Clem Kieffer, 
the one and only from Buffalo, N. Y., added 
a bie bun h of friendliness to the whole con 
vention . . he entertained the mavor ot 
Buffalo and his honor was deeply impressed 
by the convention he said: “Clem, bring 
this to Buffalo.” McNamara, Chicago, 
introduced me to one of my readers ... a 
charming southern girl from Birmingham, 
a member of the Burger-Phillips Company 
display staff, just as the banquet was break 


ing up... perhaps the prettiest living man 
nequin at the convention esther Haves 
would improve any style show which 


brings down the curtain now at Detroit 
see vou all next vear at Chicago... it, too, 


will be a grand show 


Hansen Expands Plant 
And Facilities 


The Hansen Manufacturing Company 
5041 Ravenswood avenue, Chicago, maker ot 
tackers and staplers much used in the dis 
play industry, is expanding its plant space 
and facilities to take care of increased vol 
ume of business. 

Beginning with a single model for use in 
the display field, the Hansen organization 
now manutactures thirty-six models of tack 
ers and staplers and makes staples in fifty 
four different lengths and widths \ novel 
die-cut booklet in the form of a tacker 
illustrates the complete line and is available 


on reque st 


Anthony & Anthony 


In New Location 

\nthony & Anthony, marketers of minia 
ture mannequins and merchandising dis 
plays, have removed from 507 Fifth avenue 
to enlarged quarters at 292 Madison avenue, 


New York City. 


...makes Mitten’s Letters the 
champions of three- dimension 
display! *« * Give your dis- 
plays the famous Miften beauty 
treatment. * * Mitten’s free 
catalog points the way to better 
signs, more sales, extra profits 


...Send for it TODAY! 


MITTEN DISPLAY LETTERS 


REDLANDS © CALIFORNIA 


Lor Sales Co. 
460 East Third Street + Los Angeles 


Bransby & Hewitt 


1600 Broadway * New York, N.Y. 





=). fe + oe 
aires fate 
Among animals, the Rhinoceros is noted for his ability 
to withstdnd injury: And among motion mechonisms, 
PLEXO-ACTION wits have the same reputation—t 
cor take punishment. Try them on your next display! 


GEARED MOTORS FO LAY TURMTABL 
CleHt ON HEAVY DISPLAYS 2 100048. OAPACIT! 


MERKLE-KORFF GEAR CO. 


211 NORTH MORGAN STREET CHICAGO, ILL. 
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MECHANICAL CHRISTMAS 
UNITS—BARGAIN PRICES! 


Clown on horizontal bar—beautiful giant 
doll — life-size Santa Claus — gnomes — 
clowns. 

“nN: ” ° 
Displaymore”’ Machine 
with 12 changing panels for merchandise, 

signs, photographs. 
Charles Dinlocker 


2218 Rittenhouse Sq. Philadelphia, Pa. 





FOR SALE 


One Complete Set of the Famous 


BLISS CHRISTMAS BELLS 


with snow machine, blower, amplifier and 
three-tone gong. Just like new. Cost 
$600; will sell for $250. Price includes 
specially constructed floor, 


If interested write Lothar F. Dittmar 


THE D. M. READ CO. 


BRIDGEPORT, CONN. 














FOR SALE—XMAS DISPLAY UNITS 


Beautiful window and interior display units 
designed and used for the first time last sea- 
son Now at fraction of their original cost. 
8 modern silver base metal cherubs, indirectly 
lighted. 12 matching silver base metal 3 pipe 
organ units, indirectly lighted; complete with 
brackets and wiring; these together with cherub 
units form a= very. striking interior display. 
1 large silver base metal 5 pipe central organ 
unit, colorful indirect lights. 4 6-foot modern 
design green metal Xmas Trees. 9 6-foot and 8 
foot blue metallic silver tipped pine Xmas trees. 
6 large 6-foot lighted Lumarith candle units 
complete with metallic spray. 36 lighted blue 
and silver cellophane and cellophane-bell inte 
rior post units, complete with brackets and wit 
ing For photographs and further information 
write immediately to “C. R.,” care DISPLAY 
WORLD 


FOR SALE 


Old King Cole Christmas Display. Four- 
teen animated figures. Good condition. 
One of the nation’s greatest crowd-get- 
ting displays. Full of life, color and 
laughter. A treat for the young and old. 
Very reasonably priced. For photo and 
information, write 


TULL AND GIBBS 


SPOKANE, WASHINGTON 














Selected Territories for 
Wideawake Salesmen 


Reputable New York manufacturer offers newly 
styled line for Backgrounds, Windows and Inte 
rior use Compact samples make this ideal 
sideline for extra weekly income on liberal com 
mission basis Qualified men with well-rated 
clientele will do well to write for details. Men 


tion territory covered Replies confidential 


Address “G. L.”’ 


Care DISPLAY WORLD 
175 Fifth Ave. New York City 


ADVERTISING—HOME STUDY—The Adver- 
tising Minded Displayman is qualified to make 
the most money. Many have graduated from 
this long-established school. Common _ school 
education sufficient. Send for free booklet out- 
lining home study course and requirements. 


PAGE-DAVIS SCHOOL OF ADVERTISING 
3601 Michigan Ave., Dept. 2666 Chicago 








HOME STUDY COURSES in Window Display 
and Show Card Writing now offered at greatly 
reduced prices. New, up-to-date, authoritative, 
clear and comprehensive. Every detail of 
the work fully illustrated and explained by 
former instructor at The “Chicago Display 
School.’’ Write for information. 


WILL H. BATES, Box 101, Ellsworth, Ill. 








PREPARE FOR A FALL JOB! 
Special Six-Week Summer Courses in Window 
and Store Display, Showeard Writing, Display 
Design, Retail Advertising and Sales Promotion 
start July & Special low tuition. Practical in 
struction. Placement opportunities. Booklet DW. 


DISPLAY INSTITUTE 


3 East 44th St., New York Columbus 5-5519 


COURSES IN WINDOW & STORE DISPLAY 
Background Design; Merchandising Ideas; Ex- 
hibition Displays; Show Card Writing; Adver- 
tising Copy and Layout. Personal Training— 
Individual Advancement. No Correspondence 
Courses. William F. Ray, President, J. Duncan 
Williams, Director, formerly editor of Merchants 
Record and Show Window. The Ray Schools, 
116 S. Michigan Blvd., Chicago, Dept. DW-7. 








DISPLAYMAN WANTED 
Ixperienced displayman and cardwriter 
wanted by high-class department store in 
city of 20,000 population in Middle West. 

Address “L. I.” 

Care DISPLAY WORLD 








WANTED 
An outstanding mechanical Christmas Toy Pro 
motional Display. Must have lots of anima 
tions and be of great interest-compelling value 
and be in first-class shape. Please send photos 
and full information to 

ON ” 

Care DISPLAY WORLD 








DISPLAY MAN and WINDOW DRESSER— 
27 years old, 4 years’ experience, department 
stores and specialty shops, rigging draping, 
set ups, women’s wear Original background 
ideas and construction. Ambitious, willing to 
Start as assistant or apprentice im position with 
future. Travel anywhere, salary secondary. 
Address “Ambitious,” Care DISPLAY WORLD, 
Room 1101, 175 Fifth Ave, New York City. 














USE THE 


OPPORTUNITY EXCHANGE 
For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 


$2.00 Per Column Inch — CASH WITH ORDER 
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Long-Established Company 
Opens Display Papers Division 

Bulkley, Dunton & Co., 295 Madison ave- 
nue, New York City, has announced ‘he 
opening of the firm’s new display papers i- 
vision under the direction of James V. 
Nichol. Concurrently with the annou 
ment, a clever brochure covering a new 
of distinctive papers has been released, 
emphasis on wide papers and metallics 
copy is available on request. 

Bulkley, Dunton & Co. has been in b 
ness since 1833, making and selling deco: 
tive papers and other paper items. The 
dition of the display papers division jully 
rounds out their service in this” respect 





Novel Motion Display 
Draws Crowds 

R. H. Macy & Co., New York City, re- 
cently used a clever motion display which 
drew an unusually large number of specta- 
tors. The unit consists of a life-size flexible 
baby lying in a bassinet, so arranged with 
irregular motion that the arms and _ leg 
move in a highly realistic manner. A stork 
stands guard at one side. The motion dis- 
play is the work of Mechanical Man, Inc., 
745 Fifth avenue, New York City. 

THE PLACE IN MODERN DISPLAY 

OF NON-OBJECTIVE ART 
[Continued from page 11) 


But don't take my word for it! Get out 


S 


and work with non-objective displays and 
form your own conclusions. It will be great 
fun and you will arouse some constructive 
thinking. That my message may be pr 
sented a litthke more clearly, I invite you to 
view the thirteen non-objective displays we 
have installed in the windows of The [Ernst 
Kern Company. They may not be pertect 
examples of non-objectivity in displays but 
they are a step in that direction. The) 
will arouse your interest, perhaps you 
scorn! 

But cheer or scorn, we're going to keep 
right on working with the medium because 
we believe in it. We're going to work and 
improve this new display art we have 
started. We believe anything that simplifies 
display presentation is a step in the right 
direction. We believe too many displays are 
over-decorated! We believe too few dis 
plays have an object! 

Study the non-objective displays shown 
here. See if you, too aren't carried back to 
the time when you built your first tree 
house. Check yourself and see if you ar 
aware of the transition. See if you dont 
again visualize trees made up of crosses 
when you played doctor and nurse. See 
if your imagination doesn’t carry you back 
to your school idea of big business. 

I could continue and talk about all thir- 
teen displays, but you will see them to! 
yourself and form your own conclusion 
There are, however, three items I would 
like to have you notice when and if you look 
at these non-objective displays: the absence 
of all color other than light for effects, that 
the merchandise may become the most 1m- 
portant thing in the window; the fact that 
all props and. effects match the — back- 
grounds white with white, walnut with 
walnut, ete., one type mannequin has beer 
used throughout the entire front. 
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DISPLAY ESSENTIALS 
[Continued from page 33] 


and exciting to the moving eye. We also 
know that this consumer interest can be 
turned into a sale if these decorative props 
tell a story the consumer will believe. This 
can be done through the association of ideas. 
All forms, colors, and textures will, through 
the association of ideas, recall mental pic- 
tures in the mind of the person looking at 
these forms, colors, and textures. 

We are all operating upon the axiom that 
the most important element in our window 
is our merchandise. Are we 100 per cent 
correct? Isn’t it our job to sel/ merchan- 
dise stocked by our entire store? 

When we make our merchandise the most 
important element in our windows aren't we 
assuming a little too much? Aren't we 
assuming that every consumer walking past 
our windows has one paramount interest— 
our merchandise? We know that every 
consumer has not the same interest in our 
merchandise that we have. As a matter of 
fact, the only consumer who has_ our 
amount of interest is she who comes to our 
store to make a specific purchase. 

To continue this line of reasoning, the 
great mass walking by our windows is going 
some specific place, is going there rapidly, 
and has many other concerns on its mind 
As a matter of 
fact, the last thing this mass wants is our 
merchandise. We, however, must create an 
impulse to buy in this disinterested mind. 


besides our merchandise. 


However, we might attract our consumer's 
interest 1f we appeal to her through indirect 
methods. These indirect methods can be in 
the nature of form, color, motion, or decora- 
tive story-telling devices. Her eye might 
first look at these devices, because there is 
no implication yet that she has to spend 
any money. It is possible that if these 
devices are appealing enough, her eye will 
start the mind working long enough to stay 
her feet, and long enough to read the story 
we are telling her. 

If we can do this much with our decora- 
tive appeal we have won three-fourths of 
our argument. We have her stopping at our 
windows. 

At this point your merchandise becomes 
the most important element in your window, 
because whether your customer believes the 
story you have made her look at, through 
decorative devices, depends ypon how con- 
sistent these decorative devices are with 
your merchandise. This consistency depends 
upon how closely related your decorative 
devices are to your merchandise through the 
association of ideas. 

It would be wise to remember that you 
are showmen running a giant county fair. 
The ultimate success of this fair depends 
upon you. You are the showman and you 
are responsible for the success of the great 
est fair known to man—“The Great Retail 
Store.” 


Mannequin Firm 

Releases Booklet 

The new line of Coronet mannequins is 
pictured and described in a new brochure just 
issued by Syd Messer, The Display Equip- 
merit Corporation, 147 West 37th street, New 
York City. A copy is available on request. 
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DETROIT CONVENTION SUCCESSFUL 
FROM EVERY STANDPOINT 


[Continued from page 43] 


connection with your window and interior 
displays—let your thoughts follow the same 
channels in connection with your display 
budget, and see that management thinks of 
it in the same terms. Dramatization puts 
life into an otherwise dull subject. . . . In 
the end, one very important fact remains; 
much depends on the displayman, on whether 
or not he can sell the management on dis- 
play—and on himself. The displayman is 
often the determining factor between an 
adequate display appropriation and = one 
which is satisfactory neither to the depart- 
ment nor to the store.” 

Bert Zahn, sales manager, graphic arts 
division of the Sherwin-Williams Company, 
Cleveland, followed with a discussion of 
screen process—its history and multiple 
uses in modern display, illustrating each 
point with actual samples of various types 
of work involving this method of reproduc- 
tion. He concluded with a demonstration of 
processing to show the ease with which it 
can be used by display departments and 
display studios. 

Edwin Peters, Grimm-Lambach Company, 
St. Louis, next gave an inspirational talk 
which was well received, advocating the use 
in business from day to day of the ideals 
and principles with which the individual 
governs his private life. 

Jack R. DeBacher, sales manager, motion 
division of the Speedway Manufacturing 
Company, Cicero, IIL, spoke briefly on 
“Motion for Display Merchandising.” After 
outlining the desirability of increased at- 
traction power for displays and = showing 
how motion easily supplies added attraction 
for either window or interior, De Bacher 
demonstrated a few simple motion methods 
whereby a number of interesting effects can 
be obtained. 

The business meeting of the I. A. D. M 
was then held, with John King being roundly 
applauded when he announced that the as- 
sociation now has more than $3,000 in the 
bank, with all outstanding bills paid. A 
standing vote of thanks was given the pres 
ent officers, and the entire slate reelected 
for another vear. In addition to the officers 
mentioned earlier in this report, the board 
ot directors for 1940-41 include: Chairman, 
Erwin A. Hiffman, Hiffman Display Service, 
St. Louis; John McCarthy, Brown-Durrell 
Company, Boston; Graham Waters, Mer- 
chants Window Decorating System Com- 
pany, Brooklyn; Sanford R. Wilson, Florida 
Power & Light Company, Miami; Everett 
W. Quintrell, Elder & Johnston Company, 
Dayton; Joseph Apolinsky, Loveman, Joseph 
& Loeb, Birmingham; J. W. Campbell, Car 
son Pirie Scott & Co., Chicago; George H. 
Wagner, J. L. Brandeis Company, Omaha; 
Harold Kneeland, Rothschild’s, St. Paul; 
L. L. Wilkins, Pizitz, Atlanta; Ed = Sher- 
wood, Sherwood Display Service, Cody, 
Wyo., and John Flotten, Harris & Frank, 
Los Angeles. 

At a meeting of the board of directors 
later in the day, Chicago was selected as 
convention city for 1941. Other cities mak- 
ing bids for the annual meeting were St 
Louis, Omaha, Kansas City, and Pittsburgh. 

After considerable discussion of the ques- 
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tion ot affiliating with the N. R. D. G. A. it 
was decided to appoint a committee to meet 
with a similar group from the N. R. D. G. A. 
to discuss the matter, after which the mem- 
bers of the I. A. D. M. will be given an 
opportunity to vote on the question. The 
committee — Is composed of Richard A. 
Staines, Vandever Dry Goods Company, 
Tulsa; Erwin A. Hiffman; Robert Johnson, 
Commonwealth-Edison Company, Chicago; 
Joseph McCann, and John L. King. 

A committee composed of Carl V. Haecker, 
Erwin Hiffman, and R. C. Kash was ap 
pointed to award certificates, in the name 
of the I. A. D. M., to a group of national 
advertisers who are doing an outstanding 
display job, and who are noted for theit 
fine display cooperation with dealers han 
dling their products. 

The annual banquet and dance was held 
Wednesday night in the ballroom of the 
Statler, with a large attendance present to 
enjoy dancing and a floor show. 

The grand prize in the annual photo con 
test was won by George H. Wagner, J. L. 
Brandeis Company, Omaha. Sweepstakes 
winners were Richard A. Staines, Vandevet 
Dry Goods Company, Tulsa; George H. 
Wagner, and W. Gilbert Brown, Philadel 
phia Electric Company, Philadelphia 

\ surprisingly large number turned out 
for the Women's Auxiliary meetings \ 
splendid program had been prepared for the 
ladies, under the direction of Mrs. Frank 
Whitelam, and each event was practically a 
“Sell-out.”. In addition to participating in 
the entertainment provided for I. A. D. M 
delegates, the Auxiliary members made 
trips to Belle Isle, Ford Edison museum, 
Greentield Village, Dearborn Inn, and othe1 
local points of interest. More than eighty 
were present at the annual luncheon, at 
which time the following were elected ofh 
cers of the group: 

President, Mrs. F. KE. Whitelam, Detroit; 
vice-president, Mrs. E. W. Booth, Memphis ; 
secretary, Mrs. John T. Chord, Detroit; 
treasurer, Mrs. Nathan Silverblatt, Cincin 
nati. 

Thursday morning, as usual, was devoted 
to last-minute buying. 


Display Group Formed 
For Cavendish Stores 

Under the direction of W. Arthur Gray, 
Lansburgh & Brother, Washington, display 
managers of the stores of the Cavendish 
Trading Corporation met in Detroit in con 
nection with the International Association 
of Display Men convention held there re- 
cently. The day-long session resulted in 
plans for better cooperation among the dif 
ferent display departments, plus the forma 
tion of a Cavendish display group with J 
Tray Chambers, J. B. Ivey & Co., Chat 
lotte, N. C., as its head for the current 
Chi 


vear. The organization will meet 1 
cago next vear. 


Catalogue Prepared 
By Greggory, Inc. 


An attractive booklet has just been issued 
hy Greggory, Inc., 10 East Kinzie street, Chi- 
cago, covering distinctive displays and mate- 
rials for the fal] season. Featured is the 
new flexible panel known as “Flexit.”) A 
copy of the catalogue is available on request 
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Firm Establishes Headquarters 
» In New York City 
4 Sp ay The Nu-Life Company, designers 
makers of mannequins, millinery heads 
Woriad 


busts, has taken headquarters for manu 
Display’s Great Monthly Digest 


turing and executive purposes at 37 
SE RV i cS E- Ik. A. Benjamin became display manager 


28th street, New York City. 
of Oppenheim, Collins & Co., New York 


JULY, 1915 . a ae 
BUREAU = 
C. Bader, formerly display director for 


Change In Location 
For New York Firm 
Kranish Brothers, Inc., specialists in 
; Saree orative display fabrics, has removed 
The DISPLAY WORLD Service Bureau will Michael's, Newark, took charge of display larger quarters at 381 Fourth avenue 
be glad to supply the latest authentic informa- for Weisberger’s. Richmond pa f re ; 
tion about anything in the display line in L 1. Fa “ll G ot ; i] ted a | York City, effective at once. 
which you are interested. If you do not find J. Edgell, society of Flectrica eve 
your needs listed on this blank, write a sepa- , Te Tork Ci as electe resi- 
rate letter. If we do not have the information ean we? New Yorl ity, _— elected = . 
you want on file, we’ll find out for you. Avail dent of the International Association ot 
yourself of our service facilities without cost : , . , — P . enti Te 
or obligation. This service tacindes an euaiyeis Display Men at the annual convention held 


of any display problem. at the Waldorf-Astoria, of the same city. 
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] Air Brushes 


|} Airpainting Equipment 


Animated Signs 
Artificial Flowers 
Artificial Snow 
Backgrounds 
Background Colors 
| Background Coverings 
Brushes and Pens 
Card & Mat Board 
Cardwriters’ Materials 
] Color Lighting 
Crepe Papers 
Composition Pieces 
Cut-out Letters 


[} Cutting Machines 


| Decorative Papers 
Decalcomania 
Display Furniture 
Display Forms 

| Display Letters 


[] Display Racks 


Drawing Boards 
Enlarging Projectors 
| Fabrics and Trimmings 
Fixtures 
Flags and Banners 
] Foils 
Grass Mats 
Hosiery & Shoe Forms 
Invisible Glass 
Lacquering Outfits 
Lamp Coloring 
Lithographed Displays 
Mannequins 
| Mouldings 
Metal Sheets 
Millinery Heads 
Motion Displays 
Motion Mechanisms 
Natural Foliage 
Pageants & Exhibits 
Plaques (Window) 
Papier Mache Specialties 
Photographic Blowups 
Plastics 
Price Cards—Tickets 
| Price Ticket Holders 
Sale Banners 
Socks—Window 
Show Cards 
Show Card Colors 
Show Cases 
Show Case Lighting 
Signs—Card Holders 
Signs—Brass—Bronze 
Signs—Electric 
} Sleeve Forms 
Stencil Outfits 


] Stock Posters 


| Store Designing 
) Store Fronts 
) Tackers 
| Time Switches 
} Turntables 
] Valances 
Wall Board 
] Window Lighting 


Do you wish a copy of their catalogue? 
Do you plan to remodel your store soon? 
Do you plan to build a store soon? 


MAIL TO 
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CINCINNATI, OHIO 


Firm 








He succeeded Claude j. Potter. E. Dudley 
Pierce, Sibley, Lindsay & Curr, Rochester, 
N. Y., was named first vice-president; L. A. 
Rogers, Dallas, second vice-president, and 
Harry Hoile, Birmingham, third vice-presi- 
dent. 
vention. City. 
demning the words “window trimmer” and 


Chicago was selected as the next con 
\ resolution was passed con- 


suggesting that all references to those en- 
gaged in display be under the designation 
The grand prize in the an 
nual photo contest went to J. M. W. Yost, 
Penn Traffic Company, Johnstown, Pa. Re- 
tiring president Potter announced that the 
association membership was near the thou- 


“displayman.” 


sand mark. 

The Southern Michigan Display Men's 
meeting of 
Battle Creek, Jackson, and Kalamazoo dis- 
sattle Creek, was 


\ssociation was formed at a 


playmen. FE. R. Redman, 
elected president. 

\n article on window display appeared in 
the Saturday Evening Post, illustrated with 
McCart 


ney, Joseph Horne Company, Pittsburgh. 


photographs of displays by EF. E. 
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Clement Kieffer, Jr.. The Kleinhans Com- 


pany, Buffalo, won first prize of $250 in the 
Father's day contest sponsored by the Asso- 
ciated Men's Neckwear Industries. Second 
prize went to R. F. Bates, B. R. Baker Com- 
pany, Cleveland, and third place to Virgil 
\ndrews, Desmond's, Los Angeles. 

Fred Johansen, formerly display manager 
for Shillito’s, Cincinnati, joined the display 
department of the A. S. Beck shoe chain. 
He was succeeded at Shillito’s by William 
\rinow, who had been assistant display man- 
ager for F. & R. Lazarus Company, Colum- 
bus. 

Russell, display manager, Wil- 
liam Hengerer Company, Buffalo, announced 
John G. Erb, assistant, 


(se1 ree B. 


his resignation. 
took over the post. 

Forrest M. Runyan became display man- 
ager for The Hub, Springfield, Ohio. 

Frank R. Krick was made display man- 
Wanamaker’s, New York 
City, following the resignation of William 
F. Larkin. 

\ display group was formed in Washing- 


ager for John 


ton, D. C., with the following as officers: 
president, J. T. Chambers, Jelleff's; vice- 
president, Joseph B. McCann, S. Kann Sons 
secretary, O. D. Grimes, Palais 


( rarrish, W ood- 


Company: 
Roval; treasurer, Harry 


ward & Lothr« p. 


Ace Paper Co 


Barkraft Co 

Becker Sign Supply Co 
Bliss Display Corp 
Bulkley Dunton & Co 


Chicago Cardboard Co 


Detroit Showcase Co 
Display Equipment Corp 
Display Products Co 
Douglas Fir Plywood Ass'n 
Durable Displays, Inc 


Eaton Bros. Corp 


Friedrich & Dimmock 


General Display Corp 
GoldE Mfg. Co 
Gordon & Co., J. M 
Greggory, Inc 


Hansen Mfg. Co., A. L 
Helms Chemical Co 


International Register Co 


Koester School, The 


Maharam Fabrics Corp 
Manhattan Wood Letter Co 
Mechanical Man, Inc 
Meloy Brothers 
Merkle-Korff Gear Co 
Mileo, P. C 

Millburn Mills 

Mitten Display Letters Co 
Moister & Co., M 


New York Solar Print Co 
Opportunity Exchange 
Pacific Bamboo Products Co 


Redikut Letter Co 
Reyburn Mfg. Co 
Ronan Co., Inc., T. J 


Schoepfer Studios 

Service Bureau 

Sherman Paper Products Co 
Sherwin-Williams Co 

Shoe Form Co 

Spanjer Bros 

Speedway Mfg. Co 
Standpat Easel Co 


Sterling Reflector Co 


Thayer & Chandler 
Traphagen School, The 


Williams, Inc., Jas. B 
Woerner Adv. & Mfg. Co 
Wold Air Brush Co 
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@ Douglas Fir Plywood has been rightly called the modern 


miracle in wood. For it is real lumber made larger, lighter and 
stronger. It serves the displayman both as a wallboard and as 
a basic structural material. It’s as well adapted to small cut-outs 
as to partitions or complete rooms. Because of its laminated 
construction, it’s damage-proof. This means that every piece of 
Douglas Fir Plywood you buy can be re-used many times, 


making your display budget go farther. 


You don’t have to use special tools when you work with Doug- 
las Fir Plywood. It’s also receptive to any finish. So put in a 
stock of Douglas Fir Plywood now. You will find that your 
lumber dealer carries Douglas Fir Plywood in a variety of sizes, 
thicknesses and grades. On each panel is a distinctive “grade 
trade-mark” to make ordering and identification easy. The 2 
grades that will probably interest you most are PLYWALL, 
Douglas Fir Plywood wallboard, and EXT-DFPA, the type of 
Douglas Fir Plywood made by the hot-pressed, resin bonded 
method to produce a permanently water-proof glue line. This 


is the type of plywood to use for all permanent outdoor work. 


SEND FOR FREE DISPLAY BOOKLET 


“How your store can use Douglas Fir Plywood,” by Mr. A. E. Hurst, 
nationally known display authority, has just been published. It con- 
tains ideas and suggestions that are of interest to every displayman. 
They’re practical, too, because Mr. Hurst has an actual photograph to 
prove almost every one of his points. Write for your copy now. It's 
free. Douglas Fir Plywood Association, Tacoma Bldg., Tacoma, Wash. 


@ These clever plywood birdhouse hat displays were used 
recently by Meier & Frank Co., Portland, Ore. As a matter of 
interest, this progressive store uses more than 50.000 feet of 
plywood a year in its display work. 
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@ The May Co. in Los Angeles had this attractive fence of 
Douglas Fir Plywood around its new Wilshire Branch while 
under construction. This shows how easily plywood can be 
bent to form pleasing curves. 





@ When you visit the Golden Gate International Exposition 
on Treasure Island, you'll see plywood used everywhere. 
This information counter at the Washington State exhibit 
again shows how readily plywood can be bent. 










@ Douglas Fir Plywood is rapidly becoming the standard 
material for booths and exhibits of all kinds. The big 
panels go up quickly, can be cut into intricate shapes 
without breaking, staunchly resist use and abuse. 


@ This one of 6 weatherproof signs erected by Advertis- 
ing Sign Service near Portland, Ore., and made from EXT- 
DFPA, the type of Douglas Fir Plywood for permanent out- 
door use. Years of service can be expected from these signs. 





The Brischograph, above, covers 7” x 7” 
of your copy at one time and projects 
images up to billboard size. Reproduces 
all colors faithfully ... all reading mat- 
ter from left to right. Anyone can use 
it. Simply trace image with pen, pencil 
or brush. 


For spray application to permanent or 
itinerant displays, backgrounds, win- 
dow fixtures, try S-W Opex Display 
Lacquers. Rapid-drying to a rich, semi- 
gloss finish. 12 smart colors, including 
black, white, clear. *Sales Appeal! 


New, improved colors that set new 
standards of brilliance, selling punch 
Easy-working under pen or brush. Free- 
flowing, non-bleeding 28 colors, plus 
black and white. 
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Brush up on brushes! Look over the 
complete Quali-Craft line. You'll find 
a brush for every job... and a better 
job in every brush! All sizes, shapes 
. . . but only one quality, the best! 














nical expert. You'll get one who knows 
the answers! zi 


‘Try this service! The Sherwin-Wil. 
liams 


, Cleveland, Ohio and all 
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In Quali-Craft Unifoil you’ll find a 
quick, easy way to modernize displays 
and packages. Available in distinctive 
patterns, authentic colors. Stocked in 
25’, 50’ and 100’ roll lengths. 


For outstanding backgrounds, try S-W 
Deca-Sene Paste Toner colors. Brilliant, 
non-fading. May be brushed or sprayed. 
One coat covers and dries in an hour. 
12 colors with snap to them! 


For quick, easy and brilliant screen 
process work, use S-W Poster Silk 
Screen Colors. They work and flow 
freely, won’t gum or clog. Dry in 15 
minutes. A wide variety of clean-cut 


Airbrush artists swear by Paasche Air- 
brushes and Airdevices. Your S-W 
Branch or Graphic Arts Distributor has 
a full line of these marvelous instru- 
ments. See them... try them! 





